You Will Find 
in “The Recorder” 


What Else Can a Shoe Store Sell? 


A complete footwear store must serve 
in more than just leather footwear and 
in this issue we show more paths to 
the Dollar through those sellable items 
—galoshes, spats, hosiery, handbags 
and a freshening variety of accessories 
to brighten the window and to build up 
the sales book. 

An idling salesman on the floor puts 
no profit in the business, so we use 
this issue as a medium of editorial 
selection of items salable in the varied 
footwear needs of men, women and 
children. 

Dressings and polishes have shown 
a stimulated sale, for many a man is 
now shining his own. For extra profit, 
therefore, this issue will ring the cash 
register in every store. 


Let ’Em Die? 


More than once, since that fateful 
week in October, ’29, when all the 
trouble started, we have heard the so- 
called sages of business give expression 
to the thought that liquidation is good 
for us. But is it, really? Next week 
we publish an article by a writer who 
boldly takes issue with this theory. He 
argues that liquidation is really a tre- 
mendous economic waste that might 
have been avoided by the right sort of 
planning in the first place. It’s a dar- 
ing article—downright economic heresy, 
some will call it. But when you’ve 
read it we believe you'll agree that 
there’s a lot to be said on the author’s 
side of the argument. 
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THE MOST HIGHLY PERFECTED 
IN-STOCK DEPARTMENT 
IN AMERICA TODAY .... 


“CREAT SCOTT; 


CHILDRENS SHOES 


Not an 
IDLE CLAIM’ 


Rot an 
IDLE BOAST 


but a 


PROVEN 
FACT / 


Thi t . 

This compact MMMM CTRUES he Yh 
Unit will meet of the Orders for Immediate 
ANY of your ata eee 


requirements SAME DAY they 
are Received.... 





Se Realizing the necessity and importance of shoe merchants serving their cus- co The Doerman Plan \ 
W: 


6 MANE bewnd serine by a0 sath te Sane mah 
Sentertony ood socnordony a= 
es 


tomers with a far-reaching range of styles, sizes and widths, and likewise recog- 
nizing that merchants must obtain profitable turnover at a minimum of capital 
investment, The Doerman Plan included this unequaled In-Stock service ... With 
replenishment so easy and so quickly available a merchant can serve his trade to 
the fullest measure without needing more than a small compact GREAT SCOTT unit. 
Strict regulation keeps the Doerman In-Stock Department ever-ready to take 
care of 99% of the demands made upon it. Truly, it is the most highly perfected 
in stock department in America. Its efficiency must measure up to that to justify 
it being an integral part of The Doerman Plan. \ ) 


DOERMAN SHOE MFG.CO. 
SOUTH MILWAUKEE, WIS. 
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The VOICE of the TRADE 


Cas A. Whalen, 
ex-police commissioner and offi- 
cial welcomer for the City of New 
York, now serving as general 
manager of John Wanamaker’s, 
talks shop when he says with the 
voice of authority: 

“Retailers have educated the 
buying public in the use of cer- 
tain store practices, such as the 
liberal policy pursued today on re- 
turned goods. This has material- 
ly increased the cost of retail store 
operation. 


The unit cost of merchandise 
today is at a low level. The ques- 
tion arises as to how the retailer 
can further reduce the cost of his 
merchandise. One way is to make 
the public understand that every 
additional service requirement 
must of necessity be reflected in 
the cost of the article purchased. 
If the purchaser can be made to 
understand that these needless and 
wasteful practices, such as the 
sending of a large number of 
items of merchandise home, and 
then having them all returned, 
adds to the cost of doing busi- 
ness, and if the customers can be 
further made to understand that 
the savings that would accrue by 
the elimination of these practices 
would be reflected in the lower 
prices of merchandise, customers 
would cooperate in any measure 
adopted by the stores to correct 
these costly practices. 
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“We are laboring under a ma- 
lignant practice, now chronic and 
steadily increasing, which has de- 
veloped a grave situation of seri- 
ous economic waste and burden- 
some expense. An efficient solu- 
tion of this major retailing prob- 
lem would be an_ outstanding 
achievement in the direction of 
reducing the cost of doing busi- 


ness.” 
* * * 


F ranklin Simon, president 
of Franklin Simon & Co., New 
York, vigorously maintains: “The 
public is tired of buying trash, and 
any appeal based upon price alone 
falls upon deaf ears. Something 
for nothing is nothing. For women 
who are accustomed to fineness, 


- to buy shoddiness- now, when 


quality costs so little, is false econ- 
omy, which will help to reduce 
their own incomes to where poor 
quality can become not just the 
whim of a rich nation but the eco- 
nomic disaster of a generation.” 


Marting Bros. shoe ‘store of 
Portsmouth, Ohio’ is showing a 
pair of men’s shoes manufactured 
by the Florsheim Company for the 
World’s Fair Exposition of 1893. 
Maybe the shoes have prophetic 
style in them because the extention 
sole is cut in saw-tooth zig-zag. 
The heels are twice as high as 
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present men’s heels. If they are 
sold in 1933 at the coming World’s 
Fair in Chicago, they will be good 
for short men to wear in a crowd 
and will gain the world’s champion 
record for shelf-warming. 


* * * 


Hee! clackers still make 


sweet music for sheiks along Main 
Street. In the fall shoes for young 
men, soles are plugged and plated 
for musical purposes. Who can 
remember back in the gay 90’s 
when shoemakers would insert a 


AINT HE 
Gand 





piece of steel in the soles of shoes 
so that the squeak could be heard 
across the street? The boys were 
a noisy lot as they thumped the 
pavements. 

We now see coming over the 
horizon an interest in heel lifts 
that are fiber slugged. The pro- 
test of women at home that nails 
and iron cleats raise havoc with 
polished floors has brought about 
a new inventive genius—pegging 
heels with fiber, to hold the heel 
tight and at the same time pre- 
vent floor scuffing. 


* %* * 


D.. Howard B. Norton, 
Philadelphia, foot specialist and 
former clinician, Temple Univer- 
sity Orthopedic Clinic, tells the peo- 


ple of Philadelphia: ‘Nothing 





equals good shoes as a means of 
keeping feet in good condition. 
Nothing equals good shoes toward 
making bad feet better. Shoes are 
the only part of man’s wearing ap- 
parel that can cause permanent 
physical injury. Look about you 
and you will observe shoes that are 
running over at the heels on either 
side, a sure sign that feet are off 
balance. 

“Properly fitted shoes will bal- 
ance the feet. They will relieve 
strain and prevent subsequent foot 
trouble. They will also assist in 
keeping feet shapely.” 


eo. > @ 


4d 
Bi Selling Saws ” 


are used in Selfridge’s (London). 
These seven rules of service are 
worthy of application in any store 
anywhere. Here they are: 

1. The customer is an invited, 
honored guest to the shop—wel- 
come him accordingly. 

2. Very few people know values 
—show the customer why quality 
goods are worth the price. 

3. Talk about the service your 
commodity renders—that is all the 
customer buys. 

4. Never argue questions of 
taste—logic can never make a man 
like olives. 

5. A well-groomed, . quiet- 
spoken salesman predisposes cus- 
tomers in his favor. 

6. Increase business by always 
suggesting an article related to 
what the customer buys. 

7. The last one of a dozen con- 
tains all the profit on a dozen— 


sell it. 
* * * 


ere Bourget, 


of the Commonwealth Shoe and 
Leather Company, Whitman, 
Mass., spoke at the Credit Congress 
of Industry and said: “At one time 
credit men were only interested in 
how So-and-So paid his bills and 
what his financial statement looked 
like. The acceptance or refusal of 
an order depended principally on 


PLUS SIGNS 


BANK DEBITS, as reported to the Federal 
Reserve Board, gained 17 per cent for the 
week ending Aug. 5, as compared with the 
preceding week. Gains were shown in every 
one of the twelve Federal districts. 

CHAIN STORE SALES for July compare 
favorably with last year. The first nineteen 
chains to report had a total sales increase of 
0.97 per cent. 

AMONG THE INDIVIDUAL CHAINS, 
Walgreen Co. increased 12.3 per cent; F. W. 
Woolworth 1.6 per cent; W. T. Grant 8.5 
per cent; S. H. Kress 0.8 per cent; H. C. 
Bohack 12 per cent; Dominion Stores 9 per 
cent; ee Department Stores 5.2 - 
cent; G. y Prec yt a per cent; J. G 
Newberry 6.4 pe 

THE IRVING PFISHER ALL-COMMODITY 
INDEX increased 0.3 per cent for the week 
ending Aug. 8. 

DEPARTMENT STORE SALES in New 
York City last week were better than a year 
ago, according to Bradstreet’s. 

TIRE SHIPMENTS in June were 5.3 per 
cent greater than June of last year. 

SALES OF DODGE BROTHERS CARS for 
the week ending July 25 showed a gain of 
47 per cent over the corresponding week of 
last year and the two preceding weeks 
showed gains of 23 per cent and 40 per 


cent. 
GENERAL MOTORS JULY SALES of 
motor vehicles increased 9.3 per cent over 


July, 1930. 

THE NUMBER OF OUT OF TOWN 
BUYERS in New York at this time is 10 per 
cent greater than last year, according to the 
Merchant’s Association. 

CONCRETE ROAD CONSTRUCTION for 
the period of Jan. 1 to July 18 totaled 100 
aon sq. yd. as compared with 91 million 

st year. 

SALES OF ELECTRIC WASHING MA- 
CHINES for the first half of the year 
amounted to 341,025 units as against 319,- 
229 units in the first half of 1 

ELECTRICAL PRODUCTION gained again 
last week on the Pacific Coast and the At- 
lantic Seaboard, the gains Sigg 0.6 per cent 
and 1.6 per cent respectiv 

STARTING LAST SUNDAY all production 
departments of the Viscose Corp. at Roa- 
noke went on a full-time operating basis. 

GRIGSBY-GRUNOW DISTRIBUTORS have 
placed orders for $11,000,000 worth of mer- 
chandise for delivery before October. 

THE DEPARTMENT STORES of West- 
chester County, New York, show an increase 
in sales for the first six months, as compared 
with same period last y 

LEATHER CONSUMPTION IN JUNE was 
8 largest for any month since January, 


STEEL OPERATIONS in the Youngstown 
district were stepped up this week to 42 
per cent of capacity—up nine points from 
the low level of last month. 

JULY NET INCOME of the Rock. Island 
road will be about $2,700.000—the largest 
for any July in the history of the company. 

CARLOADINGS for the week ending 
Aug. 1 gained 15,541 over the preceding 
week, the biggest gain coming in miscel- 
laneous freight. 

BUSINESS DEFAULTS DECREASED 
AGAIN—the fourth successive weekly de- 
cline. 

Compiled by SALES MANAGEMENT 


those two subjects. As we see the 
situation today, however, credit © 
men are interested not only in how 
a man performs in fulfilling the 
canons of good credit, but what has 
he got to work with and what 
methods does he use to accom- 
plish his objective ?” 
* * * 


Walter Morrison, 


credit manager of Stetson Shoe 
Company, South Weymouth, 
Mass,. before the Credit Congress 
of Industry in Boston, first asked 
the question, “What is the mer- 
chant?” and answered it as fol- 
lows: “A merchant may be de- 
scribed as one who ascertains 
what the people want and then 
goes out and gets it on a basis that 
will enable him to offer it to the 
people at a price they are willing 
and able to pay. Merchandising is 
the process of visualizing the need 
of, or opportunity for, a commod- 
ity ; then manufacturing or having 
it manufactured economically to fit 
in with the marketing picture what- 
ever it may be; then advertising it 
to the consumer and the dealer ; and 
finally distributing it and helping 
the dealer sell it at a profit. 

“Upon the preservation and fu- 
ture success of the retail merchant 
depends the very life of the whole- 
saler and of most manufacturers. 
Then how important for every 
wholesaler and manufacturer to 
do everything in their power to 
prevent the independent retailer 
from being pushed to the side lines 
by any new type of retailing that 
consciously or inadvertently aims 
at the destruction of the community 
—the very life blood of which is 
the independent retailer.” 


Coeorge R. Johnson, 


of Endicott-Johnson Corp., tells 
us: “My theory is that when ex- 
ecutives have had a salary sufficient 
to pay them for their labor and 
when stockholders have had in- 
terest in the shape of dividends 
sufficient to pay them for the risk 
of their capital, that the ‘surplus 
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profits’ (if any) should be divided 
between those who take the risk 
(the common stockholders) and 
those who do the work (the work- 
ing people). I believe this kind of 
division would bring about and 
maintain the ‘prosperity’ that we all 
profess to desire. It would give the 
working people the ‘purchasing 
power’ which they now lack. It 
would be more desirable than to 
split huge profits with a few exec- 
utives and stockholders, who fre- 
quently squander it in Europe 
where it is of no use (when dis- 
tributed) to the American people. 


eS: = 





George M. Garman 


of Philadelphia, president of the 
Middle Atlantic Shoe Retailers’ 
Association, has a pleasant little 
habit of mailing a customer a pair 
of shoe laces suitable for the pair 
of shoes purchased five or six weeks 
previous. One customer writes a 
note: “I appreciate this thoughtful- 
ness of yours in sending a pair of 
shoe strings and also other gestures 
of friendliness and assure you I will 
speak a good word for your shoes 
everywhere.” Perhaps that is one 
of the reasons why his men’s shoe 
business has held its own during this 
peculiar business depression. 
x * x 


No business can 


long survive that pays its workers 
wages in excess of their economic 
worth, so also no business gets very 
far if it tries to pay for services less 
than their economic worth. The 
human race happens to be so con- 
stituted that where there are thou- 
sands of people that are competent 
to perform routine jobs, there are 
only a handful out of the thousand 
that are competent to manage, direct 
or plan the work of others, even to 
a minor degree. The demand for 
such people who are really compe- 
tent is always in excess of the sup- 
ply, and, if anything, the demand 
for them in difficult times is more 
insistent than in easy times. 
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Ask Me Another 


—Does it pay to advertise during a business 
depression? 

—I’ll answer that by a question: Does it pay 
to take down your business sign when 
business is below normal? 

—But why advertise when people won't 
buy? 

—People are always buying, and, more im- 
portant still, are always in a mood to buy. 

—Of what advantage is this mood to buy 
if they don’t buy? 

—It simply means that desire is the step up 
to demand, and demand means buying ac- 
tion. It’s during this process that adver- 
tising performs its greatest function. 


Zoe GTR 


President 


M., M. Weiss 


of Milwaukee, Wis., believes that : 
“Today it is not a case of buying 
shoes as cheaply as possible to sell 
for $6. The best way to build a 
business is to give outstanding 
values. Customers are appreciative 








of exceptional fit and wearing 
qualities. The independent mer- 
chant who hopes to keep in the 
running, must give outstanding 


values.” 
* * ok 


Witliam G. Dodge, 


president of the Dodge Bliss & 
Perry Co., Inc., Newburyport, 
Mass., says: “The policy of any 
business should be one of analysis. 
This would show that buying 
should be done in time to get good 
shoes out of good materials. Time 
is most important, to obtain quali- 
ty. Does analysis show that style, 
good quality and the profitable 
handling of your business are of 
such a nature that you have to 
jump and run and fly and guess? 
Certainly not! Why not settle 
down, analyze, proceed, buy your 
shoes now as your needs indicate. 
Conditions have already changed. 
Don’t force the market—it will be 
costly.” 


“They don’t make ’em nowadays like they used to when granddad was a pup.” 
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They Pay 






And Like It 





Customers of Guarantee Shoe Co., San Antonio, Find 


Collection Letters Firm, Yet Tempered with Reasonableness 


By HENRY 


" I; is our aim to be as courteous 
as possible in the matter of our collection letters, and 
we have found it a very satisfactory policy. Often, 
it is true, patience is pretty well exhausted and ‘hard 
boiled’ tactics seem to be needed, but still we resist 
the temptation ‘even unto’ the fifth and last letter. 
After that, well we just leave it to the law firm to 
write whatever they wish.” 

The foregoing was the recent comment of Mr. 
Watson of Guarantee Shoe Company, San Antonio, 
Tex. The series of collection letters successfully used 
by this firm are couched in such wording as to cause 
no offense even to the most hardened delinquent. 
Incidentally, they are most often the easiest to offend. 

Letter number one, written almost in a conversa- 
tional tone; devoted mostly to happiness, thanks, 
smiles, and an invitation to come back for more 
credit; hardly mentions money. It leaves a good 
taste on the tongue of the 
reader. 

Later on number two 
arrives. It doesn’t even 
worry the recipient with a 
letter. Doesn’t even put 
him to the trouble of ad- 
dressing and stamping an 
envelope ; and were it not 
for the $ mark and a few 
yellow-penciled figures in 


Name and Address Here 






PAE en 


SAN ANTONIO, TEXAS 


R. MOORE 


comes from the bookkeeper. It sort of changes the 
scenery somewhat. It shows that someone else in the 
organization may be affected by this credit running 
marathon. It sort of heads off that time-worn ex- 
cuse which some folks use about paying the “silent 
creditors” first; those who haven’t dunned them. At 
best, that is but a poor excuse for not paying bills. 
And the fifth letter is one which admits, modestly 
enough, that the collection department really doesn’t 
know how to write a mean collection letter. How- 
ever, it doesn’t for one minute say that such a letter 
is not due. It calls attention in its second paragraph 
to the several polite epistles which remain unanswered. 
It mentions, too, quite unmistakably, that “something 
is going to be done about it,” and then asks for at 
least some small payment to apply on the account. 
Now, the sixth letter is always specially written 
when the five courteous offerings have been found 
utterly unavailing. It con- 
signs the account to the 
legal department, and 
thus comes to an end a 
courteous, considerate col- 
lection correspondence 
which has lasted some sev- 
eral weeks. Fortunately, 
this sixth letter is so sel- 
dom required that it is not 
_ even multigraphed. 





You have shown by the purchase made from us 
the upper left hand cor- today, that rou have sonfiaenee a ae or ome Another letter repro- 
. ° and thank et sincerely. ° ’ - A 
ner of the little red ticket confidence in you by charging the merchandive to your account duced here is one designed 
‘ ; felt that ; 
an sire EN as os gost Pt AT at ap Eat ten eto sort of “jog up” some 
wouldn’t even know how paedpw oP gail gp > garb of those who have a weak- 
our limited capital can afford. 
much he owed. No of- In these days of doing business cn shorter, ness for prolonging pay- 
fense there, to be sure. weela euring "boca aays : hen profits, were greater, ‘ad v0 ment on their monthly 
are mag. Bes to ask ae oe. take care of thie account according 
Then comes number to our are as follows: « accounts. It acknowledges 
three. A_ little more ye og wae ag RA By og A =o the most recent purchase ; 


plaintive, yes, but for the purehave wae wade. 
most part stressing ‘the 
advantages of both good 
will and good credit. And 
still nothing to get mad 
about. 


Now letter number. four 


the only te: 






ve 


“14 





the month following the month in which 


we trust that you will abide ty our terme 
take thie letter in the kindly spirit in which it is written. 


A typical collection letter used by the Guarantee Shoe 
Co. of San Antonio, Tex. 


thanks the customer for 
it; advises him that he is 
running his account too 
long without payment, and 
then. gracefully calls: at- 
tention to the company ’s 
credit terms. 


Cordially yours, : 
THE GUARANTEE SHOE COMPANY 
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“Too many shoe stores” may mean 
improper location with reference to 
population. Opportunities for better 
business may be waiting in another 
section of the same city. 


Business Birth Control 


How Long Beach, Calif., Is Trying to Regulate the 
Spread of Shoe Stores and Other Retail Outlets 


This happened recently in the 
California city of Long Beach. A young man, who 
had been working for the past five years in a shoe 
store, called on a banker who was a friend of his 
father. The young man was planning to open a 
shoe store of his own, and he wanted the banker’s 
advice. He wanted also to arrange for a loan on the 
strength of his prospects and his good name. 

“Where do you plan‘to locate your store?” asked 
the banker pleasantly. 

“On the corner of Sixth and Palm Streets,” the 
young man replied. 

“Why there?” 

“Lots of people pass that corner every day. I’ve 
counted them. They pass at the rate of 250 an hour.” 

“Are there any shoe stores nearby ?” 

“Y-Yes,” was the somewhat hesitating reply. 

“How many?” 

“Well, there are two. But each of them is a block 
away from the location I have in mind. One up the 
street, the other down the street. Each a block away.” 

“Are you sure that’s all? It hardly seems possible 
that a neighborhood boasting a traffic of approxi- 
mately 250 people an hour should have only two shoe 
stores.” 
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“Well, I think there are some shoe stores in the 
side streets too. But I didn’t count them because I 
felt they wouldn’t have much effect on my trade.” 

“Suppose we find out exactly how many shoe stores. 
we have in that neigborhood before we consider it 
further.” 

“Yes, sir.” 

The young man rose from his*seat, making ready 
to leave. The banker waved him back. 

“Wait a minute,” he said, reaching for the tele- 
phone. “We'll find out right now.” 

“Call Mr. Taplin,” he instructed the operator, “Mr. 
R. B. Taplin, the city’s planning engineer.” 

While they waited for the call to go through, the 
banker explained: 

“Mr. Taplin, as the city planner, has worked out 
a means of guiding the future development of Long 
Beach. To accomplish this means, he requires cer- 
tain information about local civic and economic con- 
ditions. About a year ago he started a ‘Planning 
Survey’ for the purpose of getting this information, 
chiefly data on property and population. 

“The statistics he has gathered are so detailed, so 
all-inclusive, that some of us have decided to take 
advantage of them in order to set in operation what 
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CHART No. 1 


we like to call our ‘Business Birth Control’ plan. Of 
course, Mr. Taplin’s job is not to act as a business 
analyst. But he has kindly extended an invitation to 
dig into the figures any time we want. 

“Our ‘Control’ plan has been in operation only two 
months, and, although we are operating it more or 
less informally, it has already proved an assured suc- 
cess. It’s practical. Very practical. It will keep a 
lot of people fronr starting in business that haven’t 
a chance in the world of succeeding. More important, 
it will show people where they ought to locate their 
businesses in the city limits in order to make good.” 

The telephone rang. The banker lifted the receiver. 


’ Hetio, Mr. Taplin. This is 
Mr. Whittier of the National Bank. There is here 
with me a young man who is planning to open a shoe 
store at the corner of Sixth and Palm. How many 


Yes, I’ll hold on.” 

Holding the receiver to his ear, the banker turned 
to the young man. 

“Mr. Taplin wants to look at the business map for 
that district. He has 86 of these maps, one for each 
precinct in the city. On each of these maps he has 


16 


plotted a great deal of information valuable to busi- 
ness men. Every type of retail store now operating 
in each precinct is marked down on the map repre- 
senting it. Also the population of the precinct. The 
number of famil—” 


‘She banker broke off, quickly 
turning in his seat. “Yes, Mr. Taplin,” he called into 
the mouthpiece. “What did you say? There is 
already a shoe store for every 2,926 people in that 
area?... I think that’s too crowded. .. . Why I think 
so? ... Well, the average for the country, as Mr. 
Howil, he’s a shoe wholesaler you know, told me re- 
cently, is 4,077 people to each store. . . . Won’t you 
suggest some other location? ... Corner of 28th and 
Central? Yes, I’m writing it down. ... And thank 
you, Mr. Taplin. .. . Yes, indeed, if this doesn’t prove 
satisfactory, we'll come over and look at the maps 
ourselves.” 

The banker hung up the receiver. 

To the young man seated beside him he;said, “You 
heard what Mr. Taplin said? Mr. Taplin feels that 
you would have a better chance for success on the 
corner of 28th and Central. In that district, there 
are 6,000 people to every shoe store now located there. 
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CHART No. 2 


The population is about 12,000, and there are now 
two shoe stores. The excess of population for each 
shoe store, considering the average for the country, 
is approximately 1923. Multiply it by the two stores 
and the total excess is about 3,846 . . . practically 
enough for another store. 

“Mr. Taplin tells me also that a bus stop is situated 
at the corner of 28th and Central. There is a fine 
dress shop next door, he says, and he considers the 
district excellent. I think, my boy, you ought to go 
over and study this location before you make a final 
decision.” 

The banker got up from his chair, extending his 
hand, “Mr. Taplin recommended that you go over 
and look at his maps before you decide. They may 
perhaps suggest other locations to you.” 

eo 


A\tthough the cry for years 
has been, “There are too many shoe stores,” nothing 
has ever been done about it. At least not until the 
business men, the bankers, the wholesalers, and the 
big merchants, began to make use of some of the 
data which Mr. Taplin had assembled for his Plan- 
ning Survey of the City of Long Beach. And even 
though two months is a short time, their application 
of the data has been so successful that many of them 
are convinced, if it is instituted generally throughout 
the country it will actually limit the uneconomic 


Boot AND SHOE RECORDER 
combining THE SHOP RETAILER, Aug. 22,1931 


spread of various retail enterprises, including shoe 
stores. 

The question of “too many shoe stores,” as those 
who have studied it know, is not considered vital in 
all communities. In those cities and towns where 
business is good for every shoe retailer, the question 
lies dormant. But where business is hard to get, 
where profits become slimmer year after year, the 
question is frequently debated. 


’ 


‘Bia importance of the subject 
differs even between sections of the same city. In 
those neighborhoods boasting a shoe store on every 
corner, all apparently struggling for the same busi- 
ness, discussion on the matter is hot and heavy. But 
in those localities where little or no competition ex- 
ists, where profits are steady and secure, the question 
never comes abothering. 

Aware of this localizing aspect of the matter, the 
business men of Long Beach have created their “Busi- 
ness Birth Control” plan with three purposes in view: 

1. To determine where, within the city limits, new 
dealers of different types should be located. 

2. To determine the trade possibilities of the va- 
rious neighborhoods in the city. 

3. To help merchants study their competitors. 

The plan is based on the assumption that retail 

[TURN TO PAGE 74, PLEASE] 
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Salesmen as They Should Be 


Courtesy Costs Nothing But Counts for Much in 
Changing Casual Customers into a Loyal Clientele 


By EDWARD S. LEAKE 


Manager, Nisley Shoe Store, Atlanta 


. The first and most important 
quality I like to see in a shoe salesman is unfailing 
courtesy. 

Courtesy is not something that can be put on when 
a “good” customer enters the shop and taken off 
when a customer is “just looking around.” Neither 
is it something that can be discarded when the sales- 
man’s luncheon doesn’t agree with him. It must be 
present at all times when the salesman is on the floor. 

What are some of the things that go to make up 
real courtesy? 

One of them, as I have indicated, is to be as polite 
to the woman who buys a five dollar pair of shoes 
as to one who buys a fifteen dollar pair—even to 
maintain the same politeness when a customer simply 
cannot be fitted or is “just looking around” with no 
intention of buying. 

The first and most elementary step in courtesy is 


to greet your customer with a smile. What is more 
difficult—and consequently of more value to the sales- 
man and to his store—is to never allow anything to 
wipe that smile off. 

The smile must be a genuine one, too, not an arti- 
ficial one. It must arise from a real pleasure to see 
that customer, plus an honest liking for the job of 
selling shoes. It must be backed up by the knowl- 
edge that you have the very shoe that will fit her. 
It must be carried through by the assurance that you 
can have her walk out of the store pleased with her 
purchase and the person she has purchased it from. 

When the salesman gets this attitude, he has real 
courtesy. When he loses it, he is through, so far as 
I am concerned. The grouch has no place in the 
shoe store, whatever his ability. 

Next in importance comes ability to handle cus- 
tomers. Every customer is different, and the sales- 
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man must possess a certain amount of versatility to 
be able to handle many. 

He must remember names and faces. And, paren- 
thetically, he must forget unpleasant occurrances. It 
doesn’t matter if the customer was hard to fit last 
time—the salesman’s job is to forget that and fit her 
this time so that any unpleasantness is forgotten. 
No one can afford to hold a grudge, and least of all 
the shoe salesman. It is bad business. 


Net only must the shoe salesman 
remember persons and names, but he should recall 
the preferences of his customers, so far as possible. 
He must be able to say, “Now, Mrs. Jones, you prefer 
a low vamp, don’t you? I think we have exactly the 
model you want!” 


Third in m tegory come 
oe. By diet do ectaneen WOVE “MOST? 


It isn’t always a sign of poor selling ii the sales- 
man has a dozen models around his customer. It is 
often a sign that he is willing to put some thought and 
effort on his job. I have my suspicion of the man 
who can fit them every time with one pair. The shoe 
business isn’t that easy! 

I have found one good way to get work out of my 
men. I never tell them they are hired. Too often, 
then, they will rest upon their laurels and draw their 
thirty dollars a week. 

No sir—I put them in the store “on trial” and they 
stay or. trial as long as they are with me. 

Finally—I like to see salesmen take an interest in 
the business. 

The salesman who puts a pair of shoes down in 
front of a customer and then stares off into space, 

thinking of nothing, is never 
going to be a success. His mind 


FOR SUCCESS- has got to be on what he is do- 


alertness. By that I do not mean 
that every salesman must jump 
for the door as soon as a cus- 
tomer appears. As a matter of 
fact I do not allow this. Two 
salesmen are detailed to the door 
each day, in rotation, and the 
other salesmen get customers as 
called for or as directed by the 
two “door men.” 

I mean that they must be quick 
to learn the stock; acquire the 


FUL SHOE SALESMEN 


. Courtesy. Sincere and never failing. 
The first step in courtesy is to greet 
the customer with a smile. 

. Ability to handle customers. A good 
memory for names and faces is an 
asset. Also ability to recall customer 
preferences. 

. Alertness. The salesman must be 
quick to learn stock and selling points 
on merchandise. He must grasp ideas 
quickly. 

. Willingness to work. Above all the 
willingness to put forth real effort in 
selling instead of following lines of 
least resistance. 


ing. His interest has got to be in 
his job. 

Of course, the best of salesmen 
will sometimes go stale. Too 
much work, too much worry, out- 
side difficulties and one thing and 
another will sometimes send the 
most alert of salesmen “off their 
form.” In the past, custom has 
been to let a salesman out when 
he goes stale. But I’m wonder- 


selling points on new models; 
grasp a change in policy. The 
reason is obvious. At the best, 
I cannot devote more than an 
hour or so each day to the train- 
ing of my sales force. I simply have not the time to 
train people who are slow in thinking. 

And I won’t have anyone about who is slow in 

moving. It is even worse to be a long time getting 
to the door than it is to hover about it! 
Fourth comes a willingness to work. The besetting 
sin of shoe salesmen is to try to sell the latest models 
—the easiest stock to move. They will pass all the 
p-m.’s—go right by the stock that ought to be moved 
—to get something that is easy to sell and that can 
be sold without an effort on their part! 

It just won’t do—not in my store. Other things 
being equal—and even sometimes when things are a 
bit unequal—I will always give preference to the man 
who is willing to work. I like to see a salesman make 
an effort to clear out the stock—fit the customer with 
what he thinks she ought to have rather than every- 
body with the “last thing out” just because it is easy 
to sell. 

And I like to see a salesman willing to stay over- 
time if necessary in taking stock or attending special 
store meetings. 
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. Interest in the business. A liking and 
zest for selling that will inspire the 
salesman to concentrate his attention 
and efforts on his work. 


ing if this is such a good 
method, after all. 

It takes time and money to 
train a salesman. Good shoe 
salesmen are few and far be- 
tween. I am beginning to believe that, when a sales- 
man begins to go to the bad, it would be a better pol- 
icy to have a frank talk with him, find out what is the 
trouble, and, if possible, remove the cause. 


a a week’s vacation will 
bring a man back with all of his erstwhile pep and 


enthusiasm for the business. When that is the case, 
it is a week’s vacation well given. 

But if a salesman cannot take an interest in his 
business, he should not be long employed. And if he 
looses his interest permanently, he must be disposed 
of. 

Unfailing courtesy ; ability to handle customers and 
sell them ; alertness ; a willingness to work rather than 
just drift along, and a sustained interest in the busi- 
ness—these are the things that I like to see in a sales- 
man. For these are the qualities that make shoe sales- 
men successful. This year, more than ever, the sales- 
man plays a vital role in the economic scheme and 
efficient selling is a prime necessity. 




































Whenever there are more customers 
than clerks somebody has to wait. And every minute 
seems like ten. 

The Fontius Shoe Company, Denver, plays a happy 
little trick on all customers who cannot be served at 
once. When the salesmen are all busy and another 
customer enters, the floor man seats her and hands 
her a rich looking little pamphlet with the intriguing 
title, “We’re Sorry To Keep You Waiting .. .” 

Turning to the second page she finds, “. . . but we 
believe you won’t mind when we explain that it is 
our policy to devote as much time as necessary to each 
customer in order that every one may be exactly fitted, 
for we know that perfectly fitted shoes wear longer, 
hold their shape and remain comfortable. 

“We'll be with you in just a moment, and we'll give 
you the same extra care and extra minutes that will 
add extra miles of satisfaction to your shoes. 

Thank you, 

THE FONTIUS SHOE COMPANY.” 

The third page tells about the X-ray shoe fitter and 
the fourth calls attention to hosiery. By the time 
she has perused the pamphlet a salesman is usually 
ready for her. And lo, she has forgotten all about 
being irritated at having to wait a few minutes. 





* * 
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A new plan of compensation has been inaugurated 
by the Guarantee Shoe Co., San Antonio, Texas, for 


OTHER 


oa 







PEOPLE’S 


the sale of “Odd-Row” or “Jack Pot” shoes, which, 
according to E. B. Fisher, bids fair to be successful. 

All odd-row shoes carry regularly 10 per cent com- 
mission. Under the new plan, the first 15 pairs sold 
for the month (by any individual sales-person) carry 
the regular 10 per cent commission, the next 15 pairs 
(the 16th to 30th inclusive) carry 15 per cent, the 
next 15 pairs (31st to 45th inclusive) carry 20 per 
cent, all over 45 pairs carry 25 per cent. These com- 
missions may be varied, of course, to suit any store, 
or commissions may be changed at any point, if the 
15th, 30th and 45th, as we use it, is not workable. 

“This plan works out better than stated amounts as 
prizes for certain numbers of pairs per month,” says 
Mr. Fisher, “or stated P. M.’s of 25 cents, 50 cents 
and $1.00 per pair, since it encourages the salespeople 
to get good prices for the merchandise. We employ 
salespeople of a comparatively high order, capable of 
exercising good judgment and allow them some lee- 
way in prices on ‘odd-row’ shoes. The store gets a 
minimum price at which any group may be sold; then 
they are salable at any point between that minimum 
and their original selling price. Under the above plan 
they are invariably sold at good prices, since the com- 
pensation increases in direct ratio to the price. 

“The first month this plan was put in operation, 
as an added incentive, we started the month on the 
20th of March, to extend through April 30th, pro- 
viding 36 selling days, instead of the usual 26 or 27. 
This created much enthusiasm for the plan, as the 
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By HARRY R. TERHUNE, Field Editor 


IDEAS 


men estimated that by the time the month actually 
began, they could already be operating in the high- 
commission brackets.” 


* * * 


“There has never been a time in the history of mer- 
chandising that the PAY LATER plan has been on 
trial to determine its success or failure, more than 
during the present year,’ says E. E. Turner, presi- 
dent of The Head Shoe Company, Wichita, Kansas. 

If the stores doing a general credit business are 
successful in their collections, limiting the losses to 


the extent that the selling prices would not have to 
be raised, it is the writer’s judgment it is a good thing 
for the shoe merchant to seriously consider adopting 
a credit business if he is nat already doing one. There 
is no question but that the average cash shoe store 
can increase its volume materially, make sales easier 
and reduce shopping around by soliciting charge 
accounts. 

“For the store that is getting by on a cash business 
this would be a poor time to start charges as the credit 
business is on trial more today than at any time in 
past years. But the time is at hand for the store 
doing a strictly cash business to watch and ascertain 
from the stores who have a well organized credit sys- 
tem, whether or not the losses on collections and the 
expense of crediting are too great to permit the ex- 
clusive shoe store to consider credits without adding 
to the cash prices. If they do not prove to be so dur- 
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ing the depression period we have been going 
through, then I would say the cash store should con- 
sider charges. There is additional volume to be had 
and money to be made if you can collect. 

“The credit stores are on trial today. Watch the 
outcome and govern yourself accordingly. That is 
exactly what our firm is doing and we have been for 
twenty years, and are today, a strictly cash store.” 

* * * 


O. J. Benton, Austin, Minn., says: “I had a com- 
plaint the other day from an old customer. She said 
my shoes were not wearing as well as usual, neither 
were they as comfortable. This was the first time in 
ten years that she had complained to me. I told her 
just that, and added that I knew she would not say 
what she did if she was not justified. 

“The records showed that since Jan. 1, 1930, she 
had bought three pairs of $6.00 shoes, previous to 
that she had averaged one pair a year of $12.50 shoes. 
When asked how she came to buy the cheaper shoes, 
the answer was, ‘to save money.’ Her husband’s in- 
come is the same as usual, yet the hard time propa- 
ganda made her feel that she must save money. 

“After looking at the card, she said, ‘I paid $18.00 
for shoes that were never as comfortable, looked as 
good or kept their shape as my $12.50 shoes did, so 
I did not save much after all.’” 

* xk * 


Now, here’s a practical thought on windows. It 
comes from a man well qualified, as a good many shoe 
store windows are under the direction of David Shear- 
man, of the Melville Shoe Corporation, New York. 

“Most shoe men make the mistake of not following 
the A. B. Cs of window trimming, particularly with 
regard to immaculate cleanliness and exceptionally 
well groomed shoes. Those two things have been 
harped on for generations, yet one sees plenty of 
poorly laced shoes in untidy windows. 

[TURN TO PAGE 92, PLEASE] 
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Anarchy in SEVERAL years 

Business ago, we had occa- 

sion to go through 

a bargain basement 

with E. A. Filene. 

He picked up a shoe from one of the 

tables and said: “This is a symbol of 

anarchy in business. The only rea- 

son why this shoe is selling on this 

table, at this price, is because of 

anarchy—absence of government in 

business, absence of order, a state of 
lawlessness in production.” 

Many things have happened since 
that little episode of the bargain 
table. This week we mark a most 
significant change in the policies and 
practices of bargain basement opera- 
tion. In every factory a new policy 
of checking and double-checking 
errors in shoe manufacture will have 
its effect in decreasing anarchy in 
business. The “job scout” who goes 
from factory to factory to find sec- 
onds and cancelations, is discovering 
less and less plunder for the bargain 
table. Bargain basements can no 
longer operate with so large a pro- 
portion of distress merchandise. 

These are days for less waste and 
less careless effort. The shoe de- 
signer, who in the past was able to 
create “fancy free” — anything and 
everything, is now in harness. He 
must create those shoes that are in 
the trend and salable at a price that 
brings some profit. There is no room 
for carelessness in design. 

When it comes to combination of 
colors, a new thoroughness in the 
blending of colors in fall shoes is to 
be noted. The whim of the little 
buyer for a combination of colors 
that tickles his eye, gives way to a 
planned shoe in colors acceptable to 
many merchants. A better sense of 
color proportion is to be found in all 
grades of shoes, from the lowest to 
the highest retail price. 

In the factory, every step in pro- 
duction is being scrutinized. Indi- 
vidual responsibility is placed upon 
every workman for the shoes going 
through his hands. The workman 
who mutilates a shoe carelessly is be- 


ing penalized by a system of fines. 
Prior to the packing of the shoes, 
they are being tested as to their final 
fitting values and as to their techni- 
cal perfection. One factory this sea- 
son has learned, to its grief, that a 
short strap fits only the thin foot and 
the shoes already sold and delivered 
to stores are worthless even to the 
bargain table. There is more cer- 
tainty to the careful production of 
footwear in even the cheapest of 
shoes. It is in the spirit of the times 
to be careful. 

The same holds true of the shoe 
in its shoe store handling. There is 
no room for the carelessness of pil- 
ing up shoes on the counter for later 
racking. Too many shoes are dirtied 
in the store. Step by step the process 
of producing and marketing shoes is 
being cleaned of its wastes and 
errors. 

The bargain basement of the future 
will be forced to resort to regular 
runs of shoes and regular runs of 
sizes and at the same time give to 
their customers “the most for the 
money.” The term “bargain” is los- 
ing its force—cheap shoes are not 
thrifty shoes in the final analysis of 
wear and use. 

The real significant thing in this 
encouraging development of better 
shoemaking and better shoe selling is 
the fact that competition is being 
purified of the cancerous growth that 
has developed around the bargain 
table. The public now finds good 
values in every store. It is not be- 
ing misled as to preposterous values 
over the bargain table. Slowly but 
surely, trade is purifying itself. 


Chain 
Taxes 
Increasing 


THE recent deci- 
sion of the United 
States Supreme 
Court in uphold- 
ing, by a five to 
» four decision, the 
right of the Indi- 

ana State Legislature to tax the 
Chain Store a nominal sum may be 
but the first pill of many bottles 
which the chains must take to pay 


up for their past “wild oats.” 

This Indiana medicine, which is to 
tax the chain in proportion to the 
number of units in the State, is not 
excessive and should have little ef- 
fect on the operating expense of even 
a large chain whose units are located 
entirely in the Hoosier State. 

A $3 tax per store for 1 or 2 stores, 

A $10 tax per store for 3 to 5 
stores, 

A $15 tax per store for 6 to 10 
stores, 

A $20 tax per store for 11 to 20 
stores, 

A $25 tax per store for 21 stores, 
will not materially increase the op- 
erating cost of any chain organiza- 
tion. But in the neighboring State 
of Ohio a bill has been drawn up on 
the same lines with these tax rates: 

Application fee, all stores, $0.50. 

Tax per store, 1 to 2 stores, $3.00. 

Tax per store, 3 to 5 stores, $20.00. 

Tax per store, 6 to 10 stores, 
$25.00. 

Tax per store, 11 to 20 stores, 
$35.00. 

Tax per store, 21 stores and up, 
$50.00. 

The medicine is doubling in bitter- 
ness, and as yet only two States have 
been heard from. During a time 
when most States are suffering a loss 
of income, and when legislators are 
looking for a “spot” to raise addi- 
tional revenue and at the same time 
least disturb their vote-coralling 
ability, it appears that the Supreme 
Court, by its decision, has introduced 
to State legislators everywhere the 
“Chain Store Tax,” to help them 
in distress. With fifteen State legis- 
latures now in session, there will 
probably be many similar bills pre- 
sented within the next few months— 
to the anguish of the chain store. 

The chain store must now take its 
medicine. Tardy, yes, but legisla- 
tures and local or State governments 
are not rapid-moving organizations 
such as are modern chain store en- 
terprises. The many small rebuffs 
by the chain to the community have 
collected for years. 
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NEW AUTUMN 
COLORS 


Kafforite Tolco 

No. No. 
K317 Prado Brown T425 
K324 Mooresque T406 
K308 New Admiralty Blue T408 
K316 Leaf Brown T426 
K309 Paddock Green T409 
K327 Chanel Brown T441 
K328 Marcasite T442 
K307 Cinnabar T407 
Embossed Calf Grains also come 

in above shades 


me OrtO Lear ee 
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Style No. 6356, made 
of No, 309 Paddock 
Green Kafforite Glace 


Calf, by— 
The Signal Shoe Co. 


Boston 


ass. 





“Come in and Buy Me” Look— 


Making selling easier is one of the values of 
KAFFORITE Glace Calf. 


Its light weight, its beautiful color tone, and its spe- 
cial tanning process, give the leather that fineness 
which appeals to the eagle-eyed value-conscious 
shoppers of today. 

It has a mellow, shape-holding texture, a fine grain 


with a tight break. The result:—comfort for the 
most sensitive feet. ‘The shoes wear longer, look 


better. 


With the smart Jacket Suits for Autumn, a fine light 
weight calf shoe is ideal for informal use. 


The shoe illustrated above shows the smart effect of 
Paddock Green KAFFORITE with reptile or other 
contrasting trim; a popular color for Autumn in the 
dressier types of footwear. 


Your manufacturer can show you samples made of 
this light weight beautiful leather. 


Color swatches will be sent on request. 
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New Themes in 


Leisure Footwear 


Proven Patterns Designed for Wear with 
Pajamas or New Types of House Gowns 


By MADAME HAMILTON JEFFRIES 


Fashion Editor 


A year ago all the fashion world 


watched the trend of pajamas with a great deal of inter- 
est. The sudden swing to cottons and refined prints and 
stripes secured a greater place for this popular summer 
fashion than heretofore. 

It was many months before the public was really con- 
vinced about the uses of pajamas and lounging suits and 
it is only this season that all the world knows there are 
three types of pajamas, namely, beach, house and evening 
pajamas. 

The beach pajama is probably the most popular this sea- 
son and youth, together with the help of clever pattern 
promotion, has exploited a useful and adaptable garment. 
Because of the popularity of this beach pajama the beach 
sandal had a very big acceptance and because of the com- 
fort found in the beach pajama women have learned the 
value of the daytime and evening pajama. 

With this new type of house gown and evening costume 
footwear changed. Sandals and sandal effects became the 
important shoe items for house and evening wear. Wo- 
men are now accustomed to the freedom of the open shank 
and open toe effects in footwear and their allure and 
sophistication lends itself to admiration which is often 
translated into several pairs of shoes at very attractive 
prices. 


Illustrated on this page, from top to bottom: 


No. 1.—Black kid house and pajama slipper, stitched in red with saddle 
and heel of Sip stick kid to match the red satin lining. The fit of the top 
line and comfort heel make this slipper a ready seller. 


No. 2.—Whether featured in kid or fabric, this slipper is a sure seller 
because of its pattern value. The stress and strain is evenly distributed 
and when made in dainty fabrics it is a very dressy hostess sandal. 


No. 3.—The absence of the quarter and the more slender heel suggests 
house and lounging. The cut of the strap and the type of the buckle 
reflect pattern understanding and accomplishment of purpose. 


No. 4.—Duck egg blue has been used to bring out this simple pattern. 
The gold kid tracings are in the spirit of design of the gay nineties. 


No. 5.—Three color contrast has been used to accomplish this useful 
and charming slipper. Copen blue forms the toe while the saddle and 
heel seat are styled in black. The back strap and forepart are lined with 
egg shell kid. 
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EVER HEARD OF JARED? 


6 He was 962 years old 
when he died. 


Only seven short years 
stood between JARED 
and METHUSELAH and 


everlasting renown. 
But so it is. 


There is no second 
money in the HALL OF 
FAME! 

















ENNA JETTICK SHOES, INC. 
AUBURN, NEW YORK 





ENNA Jettick MELopiEs, every Sunday Evening, WJZ and Associated Stations 
(N.B. We continue our broadcasts through the summer months) 
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THAT BETTER SHOES 


CAN BE SOLO 


NUNN-BUSH SALES METHODS PROVE 
THAT THERE 16 A BIG MARKET FOR 


att ower the 


jes Nona Bash Oniords easier to 
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NUNN .BUSH & WELDON SHOE CO. 
ERS OF MEN'S FINE SHOES EXCLUSIVELY 
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Nunn & Bush is do- 
ing an outstanding job 
of its advertising. Every 
unit is well co-ordi- 
nated—and Boot and 
Shoe Recorder advertis- 
ing plays an indispen- 
sable part in the mer- 
chandising program. 


This concern feels, 
like a good many other 
far-seeing manufactur- 
ers, that consistent ad- 
vertising to the army of 
Recorder readers is of 
tremendous value in 
building prestige, good 
will and dealer accept- 
ance. The most effec- 
tive results from adver- 
tising, in most cases, 
are the intangible re- 
sults. 
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Nunn-Bush, like other 

progressive manufac- 

turers, realizes that its 
success is closely tied up 
with that of the retailer. 


Its advertising and sales 
policies are designed to 
give Nunn-Bush customers 
maximum opportunities for 
doing a profitable business 
on a moderate investment. 
Through the pages of the Boot 
& Shoe Recorder various as- 
pects of the policies are set 
forth. 










A WONDERFUL RADIO FEATURE FOR 
STAR BRAND SHOE DEALERS Everywhere 


The °‘Star Brand Shoe Revue ” 
Starting Tuesday, September Ist 









mf, 





Mark Warnow’s 22-piece orchestra playing the 
latest hits from the newest Broadway shows— 


—and the inimitable Star Brand Shoemakers 
Quartette singing the old familiar favorites that 
have stood the test of time. 











Every Tuesday evening at 9:15 Eastern Standard Time; 8:15 Central Standard Time; 
7:15 Mountain Time; 6:15 Pacific Coast Time. Over the Coast-to-Coast Columbia Net- 
work—60 stations. “Bits of Broadway With a Heart of Melody” —Telling the World that 


“STAR BRAND SHOES ARE BETTER?” 


ROBERTS JOHNSON RAND 


Branch of INTERNATIONAL SHOE COMPANY 
ST. LOUIS, MO. 
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When It’s Time to Relax 


Here Are Types of House 
Slippers Many Men Will Choose 
for Cozy Fall Evenings at Home 





The past three months have been 


pretty hard ones on men’s slippers, for the men have been 
wearing their house slippers on the bathing beaches, driv- 
ing cars here and there, watering the lawns, running down 
to the corner and even exercising the dog. This all 
means that they are in the market right now for new slip- 
pers. 

It is interesting to note how the styles for men have 
followed women’s in the matter of open shanks and mules 
or scuffs. And as for colors and combinations of colors, 
the new men’s slipper offerings are weird, wild and won- 
derful. But their very newness will make many extra 
sales, according to those merchants who have gone into 
this color matter quite seriously. 

Several slipper houses are showing operas and mules 
made of two contrasting leathers, blazer strippings re- 
sembling inlays, in practically unlimited combinations. 
The surprising thing about this is that they are being 
bought in the smaller cities as well as in the larger towns 
by the live retail shoe merchants. It-is felt that the 
younger men will take to these novelties in sufficient quan- 
tities to make this a worthwhile venture, especially the 
college men who will match their bath robes. 

These style-conscious customers will be about the only 
ones who will buy the fancy leathers, such as pig, buffalo 
and alligator. Most of the consumers are looking for 
more reasonable merchandise so that alone will eliminate 

[TURN TO PAGE 92, PLEASE] 











. Unlined elk, very flexible sole. Has a front and back pull on tab. 
Used for incidental wear such as locker rooms in golf clubs, driving 
back and forth to the beach and even as a porch camp slipper. 


. The soft brown kid mule with a padded sole. One of the best “extra 
sale” propositions on account of the comfort features. 


. The new variegated blazer type. This also comes in the mule style in 
a wide range of color combinations. 


. 80% of the men’s slipper sales will be on the opera pattern, mostly 
in brown kid. Dozens of interesting collar effects have been worked 
out in many different colors that will match the prevailing shades in 
bath robes. 

. Pullman slippers in both the soft and hard soles are felt to have 
strong sales possibilities for the coming season. Brown kid far out- 
sells all other shades and materials. 
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Standardize on 
Cvans Brand 
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and Curtis Shee Co., Makers of 
Mien’s Fine Shoes in Marlboro. 
Massachusetts. 


* 


Curtis Shoes have been manufactured and sold with pro- 
gressive success because their makers have followed a 
policy that “nothing succeeds like repeated quality.” 
Leather quality that continues true to established standards 
of beauty, service and comfort contributes powerfully to 
holding the customer’s confidence. 

Therefore we like nothing better than to see RUBY KID 
chosen by shoe manufacturing firms whose long standing 
reputation for quality is a matter of cherished pride with 
them. 

For sixteen years our RUBY KID has been aiding the Curtis 
Shoe Company to hold the good will and confidence of its 
customers and they know from experience that RUBY KID 
is a definite sales influence. 


JOHN R. EVANS & CO. 


CAMDEN, NEW JERSEY 


CINCINNATI ST. LOUIS BOSTON 
MILWAUKEE ROCHESTER PHILADELPHIA 





IT’S AN 


EVANS LEATHER 
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Reasons for Shoe Display Week 


William G. Dodge, Director of Manufacturers Associa- 
tion, Explains Economic Background That Gave Rise 
to Decision to Hold Seasonal Opening in November 


Vv Vv VW 


lI, a statement given out by the 
National Boot and Shoe Manufacturers Association, 
William G. Dodge, treasurer and general manager of 
Dodge, Bliss & Perry Co., Inc., Newburyport, Mass., 
and a director of the association, outlines underlying 
economic reasons for the National Seasonal Opening 
and Shoe Display Week, to be held under the direc- 
tion and management of the National Boot and Shoe 
‘Manufacturers Association at the Hotel Commo- 
dore, New York City, Nov. 16 to 20. Mr. Dodge 
says: 

“The reasons for sponsorship by the National Boot 
and Shoe Manufacturers Association of the National 
Seasonal Opening and Shoe Display Week were fun- 
damentally economic reasons. For more than a year 
at every directors’ meeting, the problem of the pro- 
motion of earlier buying was discussed and analyzed 
from every viewpoint. 

“Is the shoe business a fleeting, uncontrollable will- 
o’-the-wisp? We don’t think analysis shows it. We 
have four styles of shoes—straps, oxfords, pumps, 
step-ins—nothing very complicated about that. Lasts, 
for the last few years, fortunately have remained 
about the same; therefore, nothing complicated about 
that. 

“The next element is material, and here we have the 
changing substance, if any; whether it is kid or suede 
or fabric or some other kind of material is the thing 
that is important. Does analysis show that in the 
spring we sell kid, a certain amount of fabric, some 
patent leather; in the fall we sell suedes, a certain 
amount of kid, some patent leather, and fabrics for 
evening wear? Always the same story, isn’t it—60 
per cent black, 30 per cent brown, etc. What is there 
difficult about this? 

“There is no element in the manufacture of any- 
thing that produces quality like time. All hand-made 
articles, the skill of the artisan that takes infinite time 
produces quality. Is this a fact or not? Why then 
isn’t it better to buy shoes in November from the ele- 
mentary things that we have mentioned, that are 
staple, with us all the time, in time to have them good, 
properly made, the best that time can produce? 


“Is it possible to buy shoes in January, say the first 
to the fifteenth—go to a tanner and ask him to tan 
leather that he may not have—and why should he 
have it before there is a demand for it ; and ship shoes 
by the first to the fifteenth of February, and expect to 
get a good product? Can we think that this is really 
something that is possible of performance? To carry 
along with it the elements of qualification that should 
go with a good product? We used to sell shoes in 
September for the following spring; we used to sell 
shoes in January and February for the following fall. 
The shoe business was more profitable for everybody 
connected with it when this custom was in use. 


ad 
With a convention of retailers 


and manufacturers and tanners, set for a certain 
time, it has been the tendency to put off buying until 
that time. Now if because of that delayed conven- 
tion, the buying has been put so far along that it 
doesn’t allow proper performance of the manufacture 
of the articles which we are all interested in, why have 
it at such a time? That’s what was discussed and 
considered, and it was definitely decided by everybody 
that there wasn’t any sense in having it so delayed. 
Therefore the National Boot and Shoe Manufactur- 
ers, in order to benefit or change that condition, have 
promoted this earlier opening. 

“For example, last January we went to the fore- 
most kid tanner in the country to buy some colored 
kid, and we were told he did not have a foot, and 
that for one customer he was 200,000 feet behind 
delivery. The prospect of getting any leather from 
him was certainly not bright. The tanner stated that 
he wouldn’t make up any leather except on order, that 
it hasn’t been an economic proposition for him to 
make leather up ahead. Certainly he was not going to 
continue. He would take our order and deliver the 
leather when he got it. Nothing else he could do. 

“We believe that as an industry we are overlooking 
the substance of our business. Loading our business 
with a lot of specialties that we don’t need and are 

[TURN TO PAGE 92, PLEASE] 
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E present in this portfolio the footwear 
styles that will be smartest for Fall 1931— 
leading models of the best-known shoe 
manufacturers of the country —all carry- 
ing Darex Soles and Heels. These shoes 
were selected by the makers especially for 
presentation in this collection. As you can 
see, the models range from shoes for 
active sports wear to dress shoes for 
almost every occasion. 


The shoes shown here have been praised 
by stylists and by prominent shoe 
designers. You will see them featured in 
well-known national magazines this Fall. 
All of them deserve the careful attention 
of retailers who wish to increase the 
prestige of their line and add to their sales 
and profits. , . ‘ ° ° 







$O.LES ARE COMFORTABLE 





MOST interesting Spectator Sport Shoe developed in a beautiful shade of 


smoke suede, with wing tip and saddle of brown calf to harmonize. A smart and 
unusual model. . . The suede-like finish of Darex Soles is especially pleasing with 
shoes of this character. And Darex also adds much to the practicality of fine sport 


or spectator sport shoes. 





Rr WiRORM MORON) © ME ARNOLDOON-For the woman 

{~~ ti ie who golfs, Arnold Authentics 
7 offer real help in reducing scores. 
And the onlooker will be cor- 
rectly shod if she too wears 
Authentics. Almost everyone 
loves a brogue and this model in 
smoked elk with calf trim and 
Kiltie tongue is exceptionally fine 


looking. 
ARNOLDEE —A sporting model 


of brown Scotch grain with tan 


calf saddle. Style prophets call 


HI 
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this a sure seller for Fall. 


The M. N. Arnold Shoe Company 
is enthusiastic about Darex Soles. 
They have found them lighter 
than leather and longer wearing, 
in addition to their waterproof, 


non-skid qualities. 


i 


id 


/AREX SOLES ARE APPROVED BY GOLFERS 





HIS smart out-door shoe promises to be wonderfully popular. It is unlined and 
perforated and practically seamless—which makes it a most comfortable model. . . 
The Darex Soles are one of the selling features of this model—adding much to its 


comfort and greatly increasing its style. 





DAREX SOLES ARE SPONSORED BY DEBUTANTE 





ONSERVATIVE fathers and more radical sons all like a black calf shoe— 


especially when it is constructed on such admirable lines. It has a way of being 


conspicuously good-looking—yet in quiet good taste... Both fathers and sons become 


voluble on being asked why they wear Darex Soles. There are so many reasons— 


and all important. 
i 


| 
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HITE shoes simply must be well styled—especially in the masculine ward- 


tobe. These fine-looking plug oxfords are right to a T—perfectly designed from 


any standpoint. They are of finest white buck... White buck shoes should all carry 


Darex Soles if only because white Darex looks for all the world like the finest 
white buck. Considering also their springy, easy feel and their heat-resistant qualities 


—the vote for Darex is easily carried. 


DAREX SOLES ARE PERFECT FOR YACHTIN, 
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LEADER in the field of golf footwear, a sensation with Darex Soles. 
Sophistication is the password with these shoes. The combination of smoked elk and 
alligator is last-minute style news. And Prince of Wales ties are sound bets for Fall. . . 
Style hints for the coming season mention Darex as the sole. And many leading 


shoe manufacturers agree. 


»AREX SOLES ARE SPLENDID FOR TRAVEL 





TRIKING models like the one shown above have put Buek Shoes in an enviable 
position as style leaders. This blucher oxford is of brown grain leather with trimmings 


of buff and brown. It has a seamless vamp. . . On highly-styled shoes Darex Soles 


add distinction and as thousands of wearers report, these soles add a most delightful 


comfort. 
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HERE’S real style news in this good-looking pair of Forbush plug oxfords. 


The lines are new for Fall and the leather is newly smart. Sahara grain with wing 


and foxing of black calf. Built by “The Real Shoemakers.” . . Darex Soles are now 


used on practically every type of men’s shoe. It is impossible to describe the pleasing 


feel of Darex. The surest way to understand is to wear them. 


AREX SOLES ARE ACCLAIMED BY STYLISTS A 


HESE shoes will go South with many a carefully-chosen wardrobe this winter. 
With their plug oxford pattern in light smoked elk and brown calf trim and their Darex 


Soles they adapt themselves to either street wear or to golf. . . Soles are always one 


of the talking points on sport shoes. When they are Darex they are a very definite 


addition to the shoes’ appeal. 











PHOTOGRAPH of a very handsome pair of shoes—as any woman with a 


flair for fashion will agree. An original interpretation of the Prince of Wales Tie for 


Southern wear. Vamp and quarter of natural basket weave linen fabric; tip, foxing 


and trimming of contrasting brown pig calf. . . And because this shoe has Darex Soles 


it has just that much more comfort and wearability to say nothing of its extra style 


appeal. 


AREX SOLES ARE PERFECT FOR’ SPORT WEAR 








HERE are monarchical tendencies in shoes this year with Prince of Wales ties 


in great demand. This version of Zuckerman’s in white buck with brown trim is 


particularly pleasing and shows this company’s genius for turning out well-styled, 
finely-constructed shoes. . . The Swagger has Darex Soles for two telling reasons... 


smart looks and a most delightful comfort. 


DAREX SOLED SHOES ARE SOLD BY LEADING RETAILER 





HE lines of a man’s shoe—like the lines of an aeroplane, a roadster, or a yacht, 
should suggest action—smooth action. There is a beautiful sweep to the lines of 
this shoe that will please active men. . . With Darex Soles? By all means—Darex 
Soles and Heels. Men like Darex Soles for any number of good reasons which 


have to do with comfort, looks and long wear. 








PAREX SOLES ARE USED BY LEADING MANUFACTURERS 





ERE’S an advance fashion for Southern wear. Heavy white buck, impeccable 
in styling and workmanship. “Over Fifty Years of Built-in Quality.” . . Like other 
leading shoe manufacturers Thompson Bros. Shoe Co. was quick to recognize the 


value of Darex Soles in adding comfort and in emphasizing style. 





DAREX SOLES ARE NATIONALLY ADVERTISE 


Abercrombie & Fitch, 
New York City. 
B. Altman, 
New York City. 
Best & Company, 
New York City. 
Brouwers, 
Milwaukee. 
Delman Shoe Salon, 
New York, Washington. 
Dyas Stores, 


Hollywood & Los Angeles. 


Wm. Eastwood & Son Co., 
Buffalo, Rochester. 
Famous-Barr Company, 
St. Louis. 

Wm. Filene’s Sons Co., 
Boston. 

Gano-Downs, 
Denver. 

Golden Rule, 
St. Paul. 

A. H. Geuting Co., 
Philadelphia. 

R. H. Fyfe & Co., Inc., 
Detroit. 

N. Hess Sons, 
Baltimore. 

Hofheimer’s, Inc., 
Norfolk. 

Joseph Horne Co., 
Pittsburgh. 

Jordan Marsh Company, 
Boston. 

Lord & Taylor, 
New York City. 


DEWEY AND ALMY CHEMICAL 


The Astonishing 


THE WORLD’S 


W.. these soles now a nation-wide success, with sportsmen . . 


debutantes . . . business men . . . society leaders all wearing 
them, talking about them, praising them, it is hard to believe 
Darex Soles are less than two years old. 


Many years were spent perfecting Darex Soles before they were 
put on the market. The Dewey andAlmy Chemical Company started 
out with a staggering ambition. They determined to stop at nothing 
to produce the finest sole ever made . .. a sole with all the ad- 
vantages of leather or rubber... but with the disadvantages of 
neither. 


And they succeeded. According to the verdict of wearers, dealers, 
manufacturers, Darex is indeed the world’s first perfect shoe sole. 


@ Exactly what are Darex Soles? 


Darex Soles are made of felted fibres bonded with Latex, the nat- 
ural juice of the rubber tree and compressed under thousands of 
pounds pressure to one quarter their original thickness . . . a radical 
departure from any other sole. They are made in brown, black or 
white and are extremely practical from a manufacturer's standpoint. 


® Comfortable — durable — insulating 


When Darex Soles were first made they were tested on the tough- 
est footwear customers to be found. . . policemen, postmen, work- 
men. These men reported after the hardest kind of tests that Darex 
Soles were waterproof, slip-proof, light weight, pliable, resilient, 
long wearing, heat-proof, cold-proof, amazingly comfortable. Since 
then thousands of every day wearers have confirmed this report. 
Sportsmen are keenly appreciative of the good points of Darex, 
business men who must be out in all kinds of weather, women who 
are on their feet all day, mothers who know the importance of 
children’s shoes to child health. 


© Extremely good looking — suede-like 


Fashion leaders, editors of smart magazines, stylists have been en- 
thusiastic about the appearance of Darex Soles. Asked for their 





Story of Darex 


FIRST PERFECT SHOE SOLES 


opinion they answered by quickly asking, “Do tell me where | can 
buy shoes with Darex Soles for my own wear.” 


® How the whole country is learning about 
Darex Soles 


For the past year Darex Soles have been advertised in such 
magazines as VOGUE, VANITY FAIR, HARPER’S BAZAAR, 
AMERICAN GOLFER, GOLF ILLUSTRATED, SPORTSMAN, 
THE NEW YORKER, YACHTING. 


Full page advertisements featuring these soles have been run by 
Best & Co., New York, Delman Shoes, Inc., M. N. Arnold Shoe Co., 
as well as by Dewey and Almy Chemical Company, the makers of 


Darex. 


Through HARPER’S BAZAAR Debutante Service young girls 
prominent in society were told about these shoes. Within a 
month three hundred and sixty of these girls were wearing Darex- 
Soled shoes! These girls are telling their friends. 


More national advertising is scheduled in the magazines mentioned 
above and others, such as FORTUNE, reaching leading business 


men. Darex Soles are known— your customers want them. 


® Darex-Soled Shoes are profitable for dealers 


Many of the best known retailers in the country have found shoes 
with Darex Soles sell phenomenally well. Their best customers buy 
them, come back for more . . . and talk about them to friends. 
They are new —different; they offer outstanding sales features. On 
street shoes and sport shoes they are equally successful. Retailers 
all over the country are finding in Darex Soles a way to sell higher 
priced shoes with increased profit. 


Insist that the manufacturers from whom you 
buy show you samples of shoes with Darex Soles. 


COMPAN Y, CAM BRIOD CG E, 


Maison Blanche Company, 
New Orleans. 

Marshall Field & Co., 
Chicago. 

The Edward Malley Co., 
New Haven. 

Park Brannock Company, 
Syracuse. 

Peacock Shoe Shop, 
Chicago. 

H. & S. Pogue Company, 
Cincinnati. 

The Potter Shoe Co., 
Cincinnati. 

Rhodes Rapier Company, 
Louisville. 

Rogers Peet Company, 
New York City. 

Saks 5th Ave., 
New York City. 

Franklin Simon & Co., 
New York. 

Scruggs, Vandevoort & Barney, 
St. Louis. 

Charles A. Stevens & Bros., Inc., 
Chicago. 

Thayer McNeil Company, 
Boston. 

Wallach Bros., 
Atlantic City & New York City. 

John Wanamaker, 
New York City & Philadelphia. 

John Ward, 
New York City. 

Woodward & Lothrop, 
Washington. 
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FINE-LOOKING canvas shoe made especially for doctors, dentists, nurses, 
and other professional men, but popular also for general summer wear. It has the 
famous Arch Preserver construction. . . This most comfortable shoe is made 
more comfortable still with Darex Soles. And many shoe stylists have ventured 


the opinion that Darex Soles also make smart shoes smarter still. 
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STURDY looking pair of shoes of imported calf skin, with pinked and perforated 
tip, vamp and foxing. A shoe that is smart for business or recreation. . . These Foot 
Joy Shoes live up to the promise of their name. The Darex Soles play no small part 


in this fulfillment of comfort. 





DAREX SOLES ASSURE FOOT COMEOR'| 


w 


OR early Fall tramping—in town or out—tor college and school—for all out- 


door activities of the coming season there is no finer shoe. Brown grain blucher 


oxford with wing tip. . . Because Darex Soles are slip-proof and damp-proof, light 


and long-wearing, they make these shoes doubly practical. 











HE woman who takes a really intelligent interest in the details of her wardrobe 
chooses one pair of shoes like the model above. The combination of beige and 
brown calf is very smart this season and the Prince of Wales tie is decidedly “in.” 
» « There is a new turnover in shoes this season! Women, dealers say, are turning 


over each shoe to see if it has a Darex Sole. For already they have learned that 


Darex means greater comfort and longer wear—and increased style, too. 


DARE X SOLES ARE WEATHER RESISTAN'! 
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MEN’S STREET OXFORD— 
Through the important business 
houses of America will march a 
procession of these shoes. Wing 
tip oxfords with seamless vamp 
and the new narrower toe. The 
chosen model of many thousands 


of prominent, successful men. 





WOMEN’S OXFORD — Fall 
activity demands just this kind 
of a street shoe. Attendance at 
sporting events makes it really 
imperative. Any woman with an 
eye for cut in clothes will ap- 
preciate the fine ‘shoemanship” 
shown in this trim oxford of 


beige and brown calf. 


How superbly Darex Soles 
harmonize with such aristocratic 
shoes, photographs scarcely show. 
And the resilience, the all- 
weather comfort and long wear, 
words can inadequately express. 
However, the enthusiasm of Darex 


wearers is most convincing. 


AN D 


SPLENDID example of Packard’s ability to build exceptionally fine shoes. 
Brown pigskin with brown Cordovan saddle, Baron last. An out and out “masculine” 
model. . . Darex Soles and Heels are an inherent part of the smartness and the 


wearing comfort of these shoes. 





DAREX SOLES HARMONIZE WITH FINE LEATHER! 


N oxford that is splendidly designed and built with the finest workmanship— 
of washable white elk. . . Women who are called upon to spend much time on their 


feet are especially appreciative of the comfort Darex Soles offer. They are enthusiastic 





about their lightness, their resilience and their insulating qualities. 








HIGHLY popular model is this saddled sport oxford, one that will be seen 


at many well-known sporting events, in the next few months. Of light smoked elk 


with saddle of brown calf. . . When Darex Soles stand between the wearer and 
ice, or damp ground, or hot pavements, how they are blessed! Their weather- 


esistant quality is quite as important as their resilience and amazing long wear. 





SIMPLE and excellent model of smoked elk with a trim saddle of brown 
calf. Such a shoe is perfect for sport and is much affected for spectator sports and 


general out-of-town wear by the smart younger set. . . Among just such fashion- 


wise young people Darex Soles are loudly demanded. They like their feel, they 


like their looks, and they like the way they stand up under punishment. 








ENUINE shark skin is used for these skillfully designed Prince of Wales ties 
and the result is a most interesting pair of shoes—light weight, comfortable and ex- 


tremely good looking. e e« Darex Soles and Heels harmonize with shark skin as 


they do with so many other leathers. The fact that these soles are slip-proof, 


damp-proof, and light in weight makes them most desirable for shoes of this type. 





T is no small achievement to design a sport shoe which will allow the feminine 


foot to step out as trim and slender as though in a dress shoe. This very excellent 


model is of elk with swagger brown Eric trim. . . Darex Soles have a resilience 
which is stimulating. hi They are weather-proof and insulating—the perfect sole 


for sport wear. 
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HAT the well-dressed youngster will wear. And despite his rough and 
ready ways these shoes will manage to keep their well-dressed look far longer than 
you'd believe possible. . . Of sturdy elk skin with Darex Soles. Two reasons why 


they stand up under punishment. 





TEDAR EX SOLES ARE LONG WEARIN C 


HAND-TURNED shoe that is a triumph of the fine old art of shoe 
making. Constructed as expertly as shoes in the highest price ranges. .. The light- 


ness, the comfort, and flexibility of hand-turned shoes are more fully appreciated 


by the wearer if Darex Soles are used—intensifying the shoes’ comfort and trim 


appearance. 
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FINE looking pair! And a very popular pair for the coming months... The 


left hand partner shows to advantage the well-cut perforated wing tip, the kiltie 


tongue and the excellent proportions. . . The team mate at the right is upturned to 


reveal how effectively Darex Soles are used on these shoes—adding comfort to 


comfort and style to style. 





MILLER-COOK SHOES— 
Conspicuously good looking are 
these Miller-Cook Shoes by 
Nettleton, with the new Algonquin 





seam (patent applied for)—Algon- 





quin last. The business man, the 
traveller, the city man or the coun- 





-: ies: - 


<a tEn 





ge | aoa try gentleman will find these in 


excellent taste this coming season. 


NETTLETON SHOP-MADE 
SHOES—A shoe as finely built as 
this Nettleton Shoe gives evidence 
of fine craftsmanship in every line 
and seam. Of heavy Norwegian 
grain with storm welt, Buckminster 
last. An ideal street shoe for Fall, 
strongly reminiscent of London. 


> 
£225, 
b holed 






Darex Soles make these Nettleton 





shoes light and flexible in spite of 
their sturdiness and add much to 
their weather-resisting qualities. 
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Limitations of In Stock Service 


By MURRAY C. FRENCH 
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When the “Stock Shoe” questionnaire 


was sent out to a group of manufacturers it did not 
seem worth while to ask: Do in-stock shoes improve 
the dealer’s fitting service? 

The question was omitted because “Yes” would 
seem to be the only answer. 

However, several manufacturers volunteered some 
vital suggestions that must not be overlooked by any 
retailer, big or little. 

One who makes “nothing but stock” men’s shoes 
writes: “We are inclined to think that stock depart- 
ments make it easy for the retailer to become care- 
less. Many shoe dealers, we fear, are understocked 
and are therefore misfitting their customers or else 
missing sales. 

“Stock shoes are so easy to get the retailer forgets 
that the only shoes that count, as far as the customer 
is concerned, are those on his shelf, not those in the 
factory.” 

Another illustrates his meaning with pointed com- 
parisons. “Let no retailer assume he is assured of 
success simply- because he carries a line that is stocked 
by the manufacturer,” says he, “any more than it as- 
sures a Ford owner of always having a perfect run- 
ning car just because Henry Ford carries an ample 
supply of repair parts in Detroit. 

“I own a dictionary containing 
more words than Arthur Brisbane 
ever knew. Yet what good are 
those words unless I have on my 
tongue the exact ones I need at 
the moment. Stock shoes are no 
different.” 

Another agrees thus: “Stock 
shoes can be of great service to 
the retail trade, but what does it 
all mean if a retailer carries 
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T In which the author develops the principle that the in stock depart- 

ment does not release the dealer from his obligation to carry an 

adequate stock on his own shelves. Fourth in a series of articles 

by Mr. French on merchandising in stock shoes. The fifth and 
last will appear in the issue of September 19th. 
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three or four conflicting lines, or in spite of the fact 
that a good stock department is available, he does 
not take advantage of it?” 

The following statement packs a lot of punch to 
the right spot. “Our one chief thought in this mat- 
ter is that today shoe retailing has become an in- 
stitution dedicated more to the service of proper fit- 
ting than to any other one thing. Style and pattern, 
though absolutely necessary, are secondary. 

“The in-stock department, therefore, can be at once 
a help and a hindrance. It will be a help if the dealer 
will carry in his store enough sizes in staple shoes, 
even though he knows he can get more in a few days. 

“It is a hindrance if he banks upon in-stock de- 
partments to take the place of efficient buying on his 
part. There is a happy medium.” 

He goes on to say that no one outside the factory 
can realize the number of daily mail orders for single 
pairs of best selling sizes in staple shoes. Asking 
customers to wait for such shoes is a merchandising 
crime, says he. Yet single orders for odd sizes in 
questionable sellers is quite another thing. 

The in-stock department does not release the dealer 
from his obligation to carry an adequate stock on his 
own shelves under penalty of lost sales and customers. 

We talk about 24 hour service 
but in the actual operation of siz- 
ing up once a week, it is a good 
ten days on the average from the 
time a pair is sold till its fill-in 
arrives. 

Do not get the idea that manu- 
facturers ddiscourage the order- 
ing of small lots. It is quite the 
opposite. The supplying of small 
lots or even single pairs is the 
very foundation of the in-stock 





























principle. Stock service is meant for small orders. 

Yet all through their discussion of the subject this 
distinction seems to crop out: Ordering small lots 
to anticipate the customer's demands is good busi- 
ness, heartily endorsed. Ordering small lots or single 
pairs in staple shoes while the customer is kept 
waiting is bad business. It is a reflection upon the 
dealer’s merchandising foresight to be caught short 
of such staples. 


ics retailers all realize 


that if no new stock is fed into a store for a con- 
siderable time, then the stock on hand gets woefully 
“out of balance.” There develops a shortage of cer- 
tain styles and sizes and an over abundance of others. 


Anyone who has worked on either end of such a 
scheme knows how much endless detail it involves. 
Yet failure to watch just such things throws stocks 
out of balance. 

There are still a few exasperating manufacturers 
who acknowledge stock orders with a post card 
thanking the dealer for order Number So and So 
“which will be shipped shortly.” In two or three 
weeks the sizes arrive after the rest of the line is 
shot and the retailer had given up hope of getting 
more. The manufacturer owes it to his customer to 
be more definite than “shortly.” 

Possibly it is not true, but many shoe retailers sus- 
pect the surest way to get an old stock order shipped 
is to cancel it. Almost invariably there comes an 
invoice and a letter regretting that “unfortunately 


This lack of balance, according 
to one manufacturer is the big 
worry of shoe retailing. Most 
stocks are large enough as far 
as dollars of investment are con- 
cerned, too large in fact. But 
the comparative overload on so 
many unnecessary lines auto- 
matically prevents carrying suff- 
cient sizes in the staples. 

lf carefully used, the order- 
ing of small lots of in-stock shoes 
tends to keep the stock in bet- 
ter balance. 

In passing it might be men- 
tioned that manufacturers seem 
to have made no more progress 
than retailers with the problem 
of maintaining a balance be- 
tween middle sizes and end size. 
When an in-stock style g¢ts 


DEDICATED TO PROPER 
FITTING 


“Today shoe retailing has be- 


come an institution dedicated more 
to the service of proper fitting 
than to any other one thing,” de- 
clared one of the manufacturers 
questioned by the writer of this 
article. “Style and pattern, though 
absolutely necessary, are second- 


ary. 

“The in-stock department, there- 
fore, can be at once a help and a 
hindrance. It will be a help if 
the dealer will carry in his store 
enough sizes in staple shoes, even 
though he knows he can get more 
in a few days. 

“It is a hindrance if he banks 
upon in-stock departments to take 
the place of efficient buying on 
his part. There is a happy medium.” 


your order was shipped only this 
morning.” Or does it just seem 
that way? 

Then there is the special or- 
der evil—or blessing, depending 
on how the retailer handles it. 
Here is one merchant’s com- 
plaint: “I find in-stock depart- 
ments tend to weaken the clerks’ 
salesmanship. 

“If the customer happens to 
fancy a shoe in which the size 
is missing, it is so easy for the 
clerk to ease her out with: ‘I 
can get that for you in just a 
few days.’ Maybe he can, may- 
be he can’t; it’s always a risk. 

“Furthermore, he tells her she 
doesn’t have to take it since it 
is not being made up special. 
Then he comes up to me and 





down to the close-out point the 

middle sizes are usually scarce 

and the end sizes plentifu! duplicating the retailer’s 
eternal plight. 

Factory back-orders are a big nuisance, tending 
toward throwing the retailer’s stock out of balance. 
The dealer orders six pairs. The factory ships four 
pairs and back orders the 4C and the 8B. Even in 
the best regulated stores it is very hard to keep any 
check on those back orders. 

Consequently the next time the line is sized up the 
4C and 8B are again ordered and soon a double dose 
of both sizes arrives. 

Most retailers find it much safer to leave standing 
instructions with their factories never to back-order 
anything. The more progressive in-stock depart- 
ments prefer to work that way. Then they send the 
dealer a notice telling when each size or style will be 
available, asking him to reorder. This works best 
for single pair special orders as well. 


says, ‘She simply wouldn’t have 

anything else, so I had to order 
it. If there had been no stock department he would 
have dug right in and sold her something we al- 
ready had.” 

However, it must be conceded that the single pair 
business prevents many a risky make-up special order, 
saves many a walk-out, and pleases many a customer, 
especially in the smaller communities. As with other 
problems, it all depends on how it is worked. 


Here is an oft repeated 
question: Do in-stock lines cost more than similar 
grades from make-up factories? 

The make-up houses insist that the losses suffered 
by in-stock departments make higher prices neces- 
sary on shoes made by in-stock manufacturers. But 
the in-stock factories claim that manufacturing in 

[TURN TO PAGE 90, PLEASE] 
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ADnight tar soe oe : 


In the Eveni nq Mode 


Here you find a very unusual creation in an 
evening slipper—one that already has become a 
bright star in the evening mode. It meets the de- 
mand for brilliance and splendor at a moderate 
price. (We have sold thousands of pairs.) The 
shoe is covered by a “patent applied for”. The 
shoe is made over a specially built last and con- 
structed the Viso way. You will make no mistake 
by placing your order at once. Be the first to 
show this outstanding shoe in your community. 


An cniiliisiaiian 


Twelfth Street at Russell Blvd. 
St aint Lous 


DIANA SANDAL 


for evening... 


Made to order in all dye- 
able fabrics, also in gold 
and silver kid all over or in 
combinations as desired. 
All edges are completely 
piped. Particularly desirable 
as a partyand dance slipper. 


Priced to retail at 
$8.50 to $10.00 


* * * Se Diana Sandal 


combining THa SHOE ReralLer, Aug. 22, 1931 67 








Black Leads in Coatings—Brown Next 


Trend in Fall Garment Buying Has Definite 
Bearing on Shoe Materials and Colors for Winter 


Vv 


Dising each season and especially 
in the fall there is a definite check-up made on the 
coating cut and the coating colors that have found 
acceptance. The August advance sale is carefully 
watched each year and is considered the trade wind 
for future placement of orders. 

It should be noticed that many of the colored coats, 
such as green, wine and beige, are trimmed with 
black fur. Also many of the colored coatings in wine 
and green are trimmed with dark brown fur. As 
contrast is still very smart and as shoes are matching 
the furs, shoe dealers should note 
that the green shoe should not be 
over-bought. In fact, the Au- 
gust coat sales which are in 
normal times a big event are this 
season a bit disappointing because 
of the depression. 

Women who find their budget 
of spending rhoney considerably 
less will, in all probability, buy 
the brown shoe, to be worn with 
the green coat or the black shoe, 
according to the fur trim. The 
fact that women are to wear the 
bright woolen dress will not 
make any difference in the foot- 
wear as the hat, coat and glove 
will be used for the blending or 
harmonizing of colors. 

Many of our style-wise shoe 
merchants, after reading the headlines about the 
Eugenie hats, are a bit fearful about the footwear. 
Pumps, step-ins, gored and full-throated one-eyelet 
patterns with grosgrain ties, two-eyelet ties, demi- 
oxfords and any smart over-the-instep model on which 
the pattern is centered toward the front of the shoe 
is wearable with Eugenie modes. This because of the 
very tilted angles on the new hats and because of the 
weight of the trimming that decorates the hats this 
season. Feathers appear for the first time in many 
seasons and bows and birds are mounted on and under 
the hat. The new uses of contrast on the hat some- 
times make the hat look more one-sided than it really 
is. Hence the hazard of asymmetric patterns. Combi- 
_ mations of materials and combinations of different 


COLORS 
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IN 1931 


COATINGS 
Bought by Caen Specialty 
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surface finishes of leather may be employed to ac- 
complish themes and line proportions without destroy- 
ing pattern interest. 

The uses of velvet in dress volume lines as well 
as in the high style clothing for dressier and after- 
noon types and also for the dinner and evening 
dresses tell the story of the dressy afternoon footwear 
and also the piped evening sandals. Paris is sold on 
the evening sandals but merchants should endeavor 
to sell them in ten and twelve-fifty lines rather than 
in the very expensive models. 

The uses of gold and silver on 
brocades, dyeable satins and 
satin-like weaves and also the 
combinations of silver and gold 
kid in combinations are always 
reflected in the velvet evening 
gown. White satin and pastel 
ice satins as well as black are the 
choices of the dress buyer for 
evening. 

Because of the slender molded 
line of the garment in afternoon 
and evening dresses, the tight 
shoulder and the bias treatment 
of materials such as satin and 
velvet, the flare of material is 
placed below the knee line. 
Hence the footwear may be 
either pumps, straps, sandals or 
mule ideas. 

When the chiffon or satin is so placed that the foot 
is always more or less tangled in the material, the 
color of the footwear fabric should not suggest 
weight, as in the case of velvet evening slippers. 
When rich brocades or heavily patterned materials 
are used in footwear, sweep bandings of gold and 
silver should be employed to cut the weave or pat- 
tern of the material. Dyeable fabrics are suggested 
to keep stocks low. 

In daytime coatings the interest in the surface of 
the weave is most important this season. Diagonals 
rough and broken herringbone weavings and odd 
stitchings, contrasted, are traced through the fabric. 
Hence the black or brown footwear will accomplish 
contrast to almost any of the new coatings. 


FALL 


BooT AND SHOE RECORDER 
combining THz SHogs Reraiuer, Aug. 22, 1931 











When 46 chiropodists judged 
correct shoes . .. 29 voted for 
WALK-OVER with the Main Spring Arch 


Shoe from manufacturer B received 7 votes 
Shoe from manufacturer C received 4 votes 
Shoe from manufacturer D received 3 votes 
Shoe from manufacturer E receiyed 2 votes 
Shoe from manufacturer F received 1 vote 
Shoe from manufacturer G received 0 votes 
Shoe from manufacturer H received 0 votes 
Shoe from manufacturer I received 0 votes 
Shoe from manufacturer J received 0 votes 
Shoe from manufacturer K received 0 votes 


Shoe from manufacturer L received 0 votes 























This was 
not a blindfold test 


46 chiropodists were asked recently to indicate 
which of twelve trademarked shoes they pre- 
ferred for their patients. Brand names were 
concealed, the shoes identified by number. An 
overwhelming majority voted for the Walk-Over 
Main Spring* Arch shoe, as shown in the de- 
tailed report above. 

These men were not blindfolded. Their eyes 


were wide open to correctness of last, construc- 


tion and style—the same qualities and quality 
which make Main Spring Arch Walk-Overs a 
fast-selling, profitable line for you. Nationally 
advertised and sold as the extra basic support 
that active modern men and women need, they 
are bringing extra sales and extra profits to 
Walk-Over dealers throughout the country. 
Geo. E. Keith Company, Campello, Brockton, 


"REG. U.S. PAT. OFF. 


Massachusetts. 


WALK-OVER SHOES 


L 


THERE ARE A FEW OPEN TOWNS IN WHICH THE fi 
WALK-OVER FRANCHISE IS STILL AVAILABLE. * 
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Trends on Fifth Avenue 


Fall Shoes in Striking Variety of Patterns, 
Colors and Combinations Appear in Smart Shops 


New Y orkFall shoes are appearing 
in the smart shops on Fifth Avenue. Bergdorf-Good- 
man shows some charming new themes in trims and 
combinations. One pump, built of mink brown suede, 
is trimmed in Colonial brown patent. The trim is 
fashioned in Greek border design with a sweep line 
from the side throat to the shank line. Black suede, 
with deep overlay and collar of patent is shown. 
Brown boroso, in combination with brown kid in an 
eyelet tie, also in pump with perforations, features a 


brown suede with pearl lustre in a greyish tone in 
fine detail and striping. Black satin mules with gold 
and silver shank detail lined in lime green satin. 
These fruit shades are very flattering for linings in 
boudoir footwear. 

Florsheim shows a red brown calf walking shoe 
with attractive buckle placement, also a town-wear 
one-strap with choice designs in perforations. Some 
patents are on display, also black kid daytime types in 
a number of styles and attractive patterns. 

Shoecraft concentrates on 


beige lining with brown dots 
resembling coins. These lin- 
ings are most effective in 
brown footwear. A black suede 
oxford, with narrow braided 
stripes on vamp and alligator 
one strap are shown as comple- 
ments to the new fall clothing. 

Bonwit-Teller displays the 
black suede open shank after- 
noon one strap with V-shaped 
design accomplished by perfora- 
tions and gold underlay. All 
the custom boot makers are 
showing suede, underlaid in 
gold, which has an airy look 
shining through the perfora- 
tions. Also, a red brown calf 
pump is shown with woolen 
frocks while white brocade with 
gold and silver rose or disk pat- 
terns of the Second Empire de- 
signs is fashioned into evening 


HIGHLIGHTS OF THE 
AVENUE 


Mink brown suede pump, trimmed 
with Colonial brown patent in Greek 
design.—Bergdorf-Goodman. 

Black suede open shank one strap, 
with V-shaped design, perforated and 
underlaid with gold—Bonwit Teller. 

Black suede open shank afternoon 
shoe, with narrow braiding on vamp 
and front, detail of grey brown lizard. 
—Saks-Fifth-Avenue. 

Brown and black pumps with small 
bows edged with silver beads.—Som- 
mers, Inc. 

Black satin mules with gold and 
silver shank detail, lined in line green. 
—Milgrim. 

Blue and eggshell sandal with leaf 
shaped strappings and graduated 
punchings underlaid .in darker color. 
—Pinet. 

Mink suede pumps and demi-ox- 
fords with one-forty-three tip and 
foxing.—Slater. 


brown alligator in combinations 
and allovers. A black suede one- 
strap features a highly placed 
side buckle rosette in cut steel 
about the size of a five-cent 
piece. 

A notable shoe is a brown 
suede with brown patent com- 
bination piped in beige, also a 
five eyelet oxford of mink 
suede with alligator tip and 
quarter. This pattern is also 
in black suede with alligator. 
This five-eyelet number is very 
smart. A demi-oxford in black 
suede with the deep shank over- 
lay of patent is likewise shown 
in this display. Green footwear 
in suede and alligator is tailored 
and subdued. 

Pinet has a most unusual dis- 
play and every shoe is worthy 





slippers with stirrup cut-outs 

and gold strapping. These slip- 

pers carry center buckles. Moire and satin sandals to 
dye are also on display. 

Saks-Fifth Avenue features the black suede open 
shank afternoon shoe with narrow braiding on the 
vamp, also with center front detail of gray brown 
lizard. Simple, yet effective trims complement all 
footwear on display. 

Sommers, Inc., Fifty-seventh Street shop displays 
brown and black pumps with small bows edged with 
silver beads; also, the red satin evening slipper with 
gold kid collar trim and bow knot cut-out. 

Milgrim features brown kid with gold pipings, 


of considerable study. A white 

buck pump has a cluster of 
clever perforations, while a sandal of blue and egg 
shell is most effective in rare and studied detail. The 
kid lining shows a scalloped edge at the heel seat and 
toe line and the leaf shaped strappings laced through 
the top line strap feature graduated punchings under- 
laid in the darker color. The open quarter is high 
fashion for evening and the treatment of this num- 
ber is most intriguing. 

Grossman displays black kid in daytime types, black 
suede in oxfords for street and dressy wear and a 
newer version of the Prince of Wales golf tie so pop- 

[TURN TO PAGE 92, PLEASE] 
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listen 


while 
WALTER C. VOGEL 


of Anthony Vogel & Company 
Upper Sandusky, Ohio 


says a few words about 


fit? 


“AN ILL FITTING SHOE NEVER 
MADE A CUSTOMER. A MER- 
CHANT WHO WILL CARRY THE 
SIZES AND WIDTHS INSTEAD 
OF TOO MANY STYLES AND 
NO SIZES WILL GET ALONG 
MUCH BETTER.” 


THESE ARE WORDS OF WISDOM 
— the profit from years of experience 
in retailing shoes. 


To continue Mr. Vogel’s line of reasoning to 
its proper conclusion — 


“Find the manufacturer who has studied 
lasts — and feet — and fit — as thoroughly as 
he has studied style and quality — then con- 
centrate on his shoes. Your customers will 
be happier, and you'll be happier.” 


(orcor 


are just such shoes. A normal range of sizes 
and widths will fit the great majority of men. 
Send for.our illustrated catalog and examine 
the forty-one styles listed — all priced at 
$3.35 less 5% thirty days and see how com- 
pletely they cover your five-dollar retailer 


requirements. 


IO) $i) se re LORIE O) RIAN 
_. SHOE COMPANY ms 
BI RXOX4K@ KO) NAAN S ne 
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FOR THE MAN WHO LIKES THE CUSTOM LOOK 
THIS IS CORCOR NUMBER 203 


stocked in both black and brown calf in widths A to E; 
in sizes 4 to 12 and priced $3 35. 


ALL CORCOR SHOES 


$3.35 
LESS 5; 30 DAYS 


BELOW IS A CORCOR SCOTCH GRAIN 
IT 1S NUMBER 217 


Stocked in both black and brown, heavy damp-proof oak 
sole, leather heel, widths B-C-D, sizes 5 to 12, 
priced at $3.35. 








YOU CAN GET THE BENEFIT OF THIS 
Merchandising Service WITHOUT CHARGE 


NATURAL BRIDGE merchandising service is a definite, prac- 
tical force working for the profit and prosperity of Natural 
Bridge dealers all over the country. It supplies the tested 
ideas and methods of one of the country’s outstanding 
authorities, without charge. Hundreds of Natural Bridge 
dealers use it to solve their merchandising problems. 


* * 






















For instance— 


One Natural Bridge dealer asked for an ideal set-up 
for sales, markup, expense, turnover, opening order, 


THE NATURAL and budget for a certain size store. He got it—and 
it worked! 
BRIDGE RADIO Another wanted a simple system of pair counting for 
PROGRAM a moderate sized store—a system which did not re- 
quire detailed stock numbers for each shoe. He got 
OPENS it—and liked it! 


Still another asked for a method of studying sizes 
SEPTEMBER 3 on hand and sold, to determine size turnover. He 
; got it—and uses it. 


A fourth asked to have his financial and operating 
statement analyzed and constructively criticized from 
the angle of sales and earnings. This was done—and 
proved very helpful to him. : 
a * 
These are practical examples of the service which backs 
up Natural Bridge dealers in the sale of this unusual line 
of footwear. 
Full information about the Natural Bridge Dealer Plan will 
be supplied on request. 


Write for the New Natural Bridge Catalog 


[ledunat Budge 
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NATURAL BRIDGE 
SHOES 


Radio Programs 
Newspaper Ads 
Display Materials 
Direct Mail 
Package Inserts 
Radio Contests 
Merchandising 
and 


Advertising 
Counsel 








TO HELP YOU SELL 





San Francisco, Cal. 
New York Office—Marbridge Building | 
Chicago Office 


























* 


WOMEN’S 
STYLES 


“> © °G 


MEN’S STYLES 


"10°C 


JUNIOR 
STYLES 


*B to *4 


* 


* 


NATURAL BRIDGE 
SHOEMAKERS 


Division of Craddock-Terry Co 


LYNCHBURG, VIRGINIA 


New England Distributors— 
McIntosh Co., Springfield, Mass. 





Pacific Coast Branches 
CRADDOCK-TERRY COMPANY |: 


Portland, Ore. 








— Republic Building 








Business Birth Control 


trade is unbalanced in different parts 
of Long Beach. Because trade may be 
intense downtown, the assumption is 
that it is likely to be moderate uptown. 
The object of the plan, therefore, is to 
equalize the number of retail units 
among the different sections of the 
city. 

Those merchants who have come in 
contact with the plan to date pronounce 
it “sound, workable, accurate.” They 
see in it a means not only of increasing 
profits for themselves but also of 
stifling cut-throat competition. The 
idea, in any event, they say, points out 
where the greatest opportunities for 
development can be found in their city. 

Long Beach has a population of 142,- 
032 people. With 35 shoe stores now in 
operation in the city, there are 4058 
people to each store. 


[NASMUCH as the average for the 

country is 4077 people to each shoe 
store. Long Beach makes an ideal 
proving ground for its “Birth Control” 
plan as far as the shoe field is con- 
cerned. The methods worked out and 
the results obtained there will undoubt- 
edly be of national interest. 

The simplest way to describe the 
plan is by telling on what data it is 
based. 

The 1930 government census was 
taken as a basis. The main data ex- 
tracted from the census and covering 
the entire city included: 

The name of each person in the city. 

The address. 

The number of persons in each fam- 
ily. 

Nationality. 

Occupation. 

Value of home. 

Whether or not the home is owned 
outright or rented. 

Earning power. 

Based on this census, the city of 
Long Beach was then divided into 86 
different precincts, covering an area of 
28 square miles. A map was prepared 
for each precinct. 

The City Planner now put into the 
field three men who, maps in hand, 
closely inspected every locality. The 
men charted such facts as: 

The number of single dwellings, flats, 
apartment houses, hotels, vacant lots. 

The number and classification of all 
_ the retail establishments in each of the 
86 districts. 

When assembled, this information 
was transferred to the maps. 

A system of symbols, to make the 
reading of the maps easy and quick, 
was then devised. (See chart No. 2.) 

Now stop for a minute and look at 
Chart No. 1. This is a map of the 
city’s twelfth precinct. 

Note how detailed it is. For exam- 
ple, by counting the various symbols 
of the same kind on this map, you will 
learn that it has 





[CONTINUED FROM PAGE 17] 


892 single and two-family dwellings. 
58 multiple-family dwellings. 
59 vacant lots. 
104 stores. 
1 shoe store. 

By analyzing the census figures 
which pertain to this district, you will 
also learn that 

The population includes 5460 people. 

The average population per usable 
acre (deducting streets, schools, alleys, 
churches, etc.) is 34 people. 

The average number of people to the 
family in this zone is 3.18. 

The average number of people to each 
business establishment is 52.4. 

The average number of families per 
business establishment is 13.3. 

The average number of people to 
each shoe store is 5460. 

The average number of families to 
each shoe store is 1717. 

The district consists of people with 
more than average purchasing power. 

With these facts so graphically pre- 
sented by the map, you can see in- 
stantly that there are just enough shoe 
stores in this district. It would be in- 
advisable for another shoe retailer to 
set up shop. With this map, anyone 
planning to open a new shoe store 
here could be convinced to go else- 
where, just as the banker was able to 
convince his young friend. 

While this city is glad to make these 
maps available together with any sta- 
tistics it has on hand, it is up to the 
business men themselves—the bankers, 
the wholesalers, the merchants—to dig 
into the information. 


SUPPOSE a merchant visits a banker 
in order to borrow money, or perhaps 
to renew a note. This gives the banker 
an opportunity to discuss the desirabil- 
ity of the retailer’s present location. 
If the dealer appears amenable, the 
banker advises him to go over to the 
City Hall and study Mr. Taplin’s maps. 
Perhaps they will show him whether 
there is some other location that is 
more profitable than his present one. 

Suppose a dealer who has been suc- 
cessfuly operating a store for some 
years wishes to open a second store. 
He has plenty of money with which to 
start; so he does not have to go to his 
bank. But he has to go to his whole- 
saler for stock, for fixtures, for credit. 

Naturally it is to the wholesaler’s 
interest to have this new store operate 
at a profit. Only in that way can he 
collect on his goods and feel assured of 
a live, stable outlet. So the whole- 
saler, too, urges the shoe retailer to 
visit City Hall and inspect its popula- 
tion maps. 

Suppose some grocer who has been 
having financial difficulties is asked to 
call on his banker. The banker has 
consulted Mr. Taplin’s data and has 
found that good locations for grocery 
stores are no longer available anywhere 
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in the city. He then tries to induce 
the retailer to enter some other line of 
business. With the 86 precinct maps at 
his command, the banker is easily in a 
position to recommend a field as yet 
uncrowded. Perhaps the hardware 
field. Perhaps the garage field. Per- 
haps the radio field. 

The merchant’s training, inclina- 
tions, experience and other personal 
factors must of course be taken into 
consideration. But the banker, on talk- 
ing with Mr. Taplin, has learned that 
there is at least one of the hundred or 
so retail fields in Long Beach in which 
a merchant can find a place. 

In time, believe those bankers who 
have had occasion to use this “Business 
Birth Control” plan, it will quite 
largely readjust the different retail 
outlets of the city to fit the buying 
power of the community. 


ME. TAPLIN, however, suggests that 
this information of his—the sta- 
tistics, the maps, and the other data— 
be corrected and analyed by the local 
dealers association or by some other 
trade organization with the specific 
purpose of helping shoe merchants to 
determine scientifically where and 
when they ought to locate stores. 

In addition to acting as a check on 
store overcrowding, Mr. Taplin feels 
that a “Business Birth Control” plan 
established by and for the Long Beach 
merchants would produce a number of 
other benefits. 

For one thing, it could show dealers 
exactly what grade and quality of 
goods should be stocked for sale in 
their respective districts. Because the 
government census indicates the earn- 
ing power of the population and also 
shows the character of the inhabitants 
in the area—judging by their occupa- 
tion, by their nationalities, and by 
whether they own their own homes or 
not—a merchant in most cases can de- 
termine accurately what sore of mer- 
chandise he should be able to sell best 
in his own territory. 

For another thing, the plan could be 
a great aid in sales promotion work. 
For example, suppose a retailer who 
has taken the agency for a high grade 
line of infant’s footwear wishes to put 
on a special mail campaign covering 
the entire city. By calling up the Con- 
trol Committee of his association, he 
could find out what sections of the city 
he ought to cover. 

The committee could advise him: 
“We suggest that you confine your 
mailing only to the residential districts, 
beginning no nearer than seven blocks 
from the City Hall. At that point, the 
number of persons per family jumps 
from 1.9 to 2.6, while at the city lim- 
its the number averages as high as 4.2 
per family. Obviously, the larger the 
family, the greater the likelihood that 
it will include an infant.” 
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BECAUSE IT IS 








RAJAH CELULITE® Is 


Com porlable 


TYLE and COMFORT — 
the two qualities which 
appeal most to wearers 

of sport shoes ... . 


Because of greater customer 
satisfaction and easier sales, 
merchants will be glad to know 
that it is no longer necessary 
to sole smart sports shoes with 
hot, heavy rubber. 


Rajah Celulite is cooler and 
lighter on the foot—by actual 
test. 


*Formerly RAJAH SPECIAL 


ALFRED HALE RUBBER CO. 


NORTH QUINCY, MASS. 
ESTABLISHED 1837 
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REVOLUTION IN THE 
SHOE INDUSTRY! 


Welts Drop the Shackles of Weight 
and Walk Out in a Wealth of Style! 


Another scientific miracle has happened! 





Meshaledt skill of Stetson has clipped ounces of weight—but 
not an inch of wear—from Stetson Welts for women. 

All the fundamental advantages of Welt construction are 
retained, but where once there was weight there is now 
lightness, softness and flexibility. 

And with this Stetson triumph in lightness comes a vast ex- 
pansion in style. The old method imposed definite style 
limits—the new, exclusive Stetson method raises all bars. 
Now, those light, airy, audacious styles that captivate women 
are to be found in Stetson Welts. 

Justas the Stetson Snappy Tie set the world of style aflame afew 








years back so, too, will these beautiful, weightless Stetson Welts. 
Moreover, you'll find them arranged row on row in Stetson’s 
famous Dept. 5—finest and fleetest In-stock department in 
the industry. Any size or width exactly when you want it. 
Send immediately for Stetson Dept. 5’s new catalog showing 
the new welts, the new styles. Select the numbers that you 
know will go “big”? with your trade. Take the handsome 
profits—and refill from Dept. 5’s instantaneous service. 
The word Depression ends when the World sees the new 
Stetson Welts! 
THE STETSON SHOE COMPANY, INC., South Weymouth, Mass. 


iriinintingy SHOES 


FOR MEN AND WOMEN 
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NATIONAL NEWS 


SATURDAY, AUGUST 22, 1931 





>» HOW’S BUSINESS < 


Increased Activity in New England 


Boston, Mass.—Reports compiled re- 
cently by chambers of commerce and 
boards of trade throughout New En- 
gland show a number of encouraging 
trends in the shoe and leather industry. 

The Lynn Chamber of Commerce 
reports the incorporation of the Lynn- 
craft Shoe Company, Inc., to make 
women’s shoes, employing about 125 
workers. The firm of Weber and Smith 
also has opened for business there, 
making leather finishes. In Nashua, 
N. H., the Zubick Shoe Company has 
been reorganized as the Nashua Shoe 
Manufacturing Company and has re- 
called its 200 employees. In Haverhill, 
the Gorevitz & McNamara Company, 
Inc., has begun operations, employing 
250; the firm of Nesson and Halpern 
has moved to larger quarters and has 
stepped up its production; and the 
Sterling Shoe Company, has opened for 
— in the same city, employing 

The Kleven Shoe Company of Spen- 
cer, Mass., has opened an additional 
stitching room in Worcester, where 125 
are to be employed; and in the same 
city the Franzen Shoe & Slipper Com- 
pany, has been organized and produc- 
tion is now under way with a force of 
20 workers. H. C. Pluff has begun the 
manufacture of wood heels at St. 
Johnsbury, Vt.; and the Bray Wood 
Heel Company, of Barton, in the same 
State, reports that it is working 100 
employees on day and night shifts to 
fill a large order. 


Rochester Factories Busy 


ROCHESTER, N. Y.—Best business in 
two years was being done by Rochester 
shoe manufacturers this week as new 
orders kept in motion the stride set two 
weeks ago. : 

The W. B. Coon Company is said to 





be making its best record in three 
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years. The Sherwood Shoe Company 
is increasing and other big factories 
are busy. The Endicott-Johnson plants 
as Johnson City and Owego last week 
increased their production to near ca- 
pacity. Observers estimated factories 
in Western and Central New York are 
operating at 90 per cent capacity, with 
no sign of a letdown. 

Women’s shoes are leading the pace, 
with men’s a trifle behind after a brief 
drop. Children’s shoe manufacturers, 
although doing better than earlier in 
the summer, have not yet hit the stride. 
Observers estimated they will be busy 
before September. 


PRIZE INACTIVE CUSTOMER 








You’ve read about these 20 or better pair 
sales to a single customer—so here’s the reverse 
side of the picture. The gentleman pictured 
above is Jacob Miller, whose distinction in life 
rests not upon his having attained the age of 
93, but upon his having worn the boots shown 
in the picture for 73 years—and they still have 
their original soles and heels. He bought the 
boots in Mifflinsburgh, Pa., in 1858, he says. 
He now lives at Pleasant Hill, Mo. 

What a swell shoe customer he is! 
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EVERY WEEK 





Low Crop Prices Hit Shoes 


STRASBURG, OHIO — Footwear. sales 
are off approximately 20 per cent as 
compared to those to date last year at 
the Garver Bros. Co. department store, 
known as one of the world’s largest 
country stores, according to John B. 
Garver, an executive of the company. 
Unemployment, low crop prices and 
apathy in buying in general is blamed 
by Garver for the decrease in footwear 
sales. He predicts a big improvement 
in footwear business for fall and win- 
ter. 

E. L. Van Curren, manager and 
buyer of the shoe department for the 
big store, will go East soon to buy for 
the fall and winter season. 


Goodyear Net Lower 


AKRON — Goodyear Tire & Rubber 
Co. reports for six months ended June 
30 net of $4,221,770 after depreciation, 
interest, taxes and after marking down 
raw materials to current prices, equal 
after preferred dividends to $1.06 a 
share on 1,435,137 common shares, 
against $5,592,309, or $2.02 a share on 
1,417,360 common shares in first half 
of 1930. 

For the six months Goodyear Tire & 
Rubber Co. charged $6,479,952 for de- 
preciation of plant, buildings, machin- 
ery, etc., and in addition $1,761,261 to 
reduce raw materials to current mar- 
ket levels. Additional reserves were 
set up to provide for depreciation of 
foreign currency values of the com- 
pany’s investments abroad. 

Capital surplus was adjusted by a 
charge of $5,000,000 to write off the 
capital item and provide additional re- 
serve for probable diminution in values 
of plant, equipment and rubber and 
cotton plantation properties in excess 
of regular depreciation and reserve. 
Whereas inventories of raw materials 
were valued at the lower of cost or 
market as of June 30 inventories of 
finished goods were carried at the cost 
of rubber and cotton contents. 
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Shoes Leading Recovery 


NEw YorK—Two of the major indus- 
tries, textiles and shoes, which led the 
way out of the depression of 1921, are 
now steadily developing an upswing 
that gives strong evidence of being per- 
manent, according to the Chatham 
Phenix National Bank and Trust Com- 
pany, in its “Outline of Business” for 
the current month. 

This business authority says: 

“Textiles and shoes came into sharp 
focus in the general business picture in 
the last four weeks. 

“Demand continued strong and pro- 
duction activity quickened in each line 
in July, running contrary to the mid- 
summer slackening that is expected for 
that period of the year in nearly all 
branches of commerce and manufactur- 
ing. The resulting contrast thus be- 
comes significant. 

“The textile industry and leather 
manufactures led the country out of 
the depression of 1921. 

“Wool and cotton products and shoes 
are known as consumers goods. A sus- 
tained demand for consumers goods 
supplies vigor for all business. 

“The production of shoes has almost 
doubled in the last six months. From a 
low point of 17% million pairs manu- 
factured in December, output advanced 
to slightly more than 30 million pairs 
in April. May brought a drop to 28% 
million pairs, but that production was 
still 4 million pairs above the output of 
the same month of 1930, showing that 
the improvement, although in line with 
seasonal influences, nevertheless had a 
basis more solid than other lines of in- 
dustry which have since receded from 
their spring peak. 

“To add further emphasis to the sug- 
gestion of a possible permanent ad- 
vance in the need for footwear, June 
and July kept the industry at a high 
rate of activity. Although statistical 
comparisons for these months are not 
yet available, it is known that the trade 
is making gains that are satisfactory. 
From New England and other centers 
are coming reports of factories resum- 
ing full time operations. Prices for 


sole leather have advanced and the 
market in that commodity late in July 
was described as in an almost runaway 
condition. Shoe manufacturers are 
considering the possibility of advancing 
prices. 

“The record of output by months in 
thousands of pairs of shoes is shown in 
the following table: 


Jan’y, 1929 27,246 
February 27,707 
March 30,900 
April 29,382 
May 29,159 
June 28,120 
July 30,223 
August 36,445 
September 34,831 
October 37,191 
November 27,723 
December 22,475 
Jan’y, 1930 26,534 
February 25,898 
March 28,625 


“From these data it may be seen that 
the shoe industry reached a low in No- 
vember and December of 1930, when 
output fell below twenty million pairs 
for the first time in very many months. 

“Recovery began in January, 1931, 
and production since that month shows 
a steady gain except from April to 
May.” 


29,001 
24,512 
23,901 
24,121 
28,429 
29,334 
27,731 
18,541 
17,537 
19,889 
23,971 
29,354 
30,002 
28,533 
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June 

July 
August 
September 
October 
November 
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February 
March 
April 
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Klein’s File Bankruptcy Petition 


New YorK—Apparently shoe repair 
shops have not been getting business 
at the expense of sellers of new foot- 
wear in the current business depres- 
sion. The Klein’s Rapid Shoe Repair 
Company, Inc., has filed a voluntary 
petition in bankruptcy in the Federal 
Court here, covering 60 stores in the 
metropolitan area, Pennsylvania and 
Florida. It is understood that the 
Klein organization is the largest shoe 
repair concern in the country. 

Edward C. Weinrib, counsel for the 
organization, in explaining the reason 
for the company’s difficulties, said: 

“The depression and the unemploy- 
ment situation, but principally exorbi- 
tant rentals, are responsible for the 
company’s difficulties.” 
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Protest Freight Rate Rise 


Boston—The pending application of 
the railroads of the country for a hori- 
zontal increase of 15 per cent in freight 
rates and which was the subject of a 
hearing by the Interstate Commerce 
Commission at Portland, Me., August 
4, is a matter of vital importance to the 
shoe manufacturers and tanners of New 
England, and the situation is being 
closely watched by the New England 
Shoe and Leather Association through 
its Traffic Council. 

At the Portland hearing Charles H. 
Jones, president of the Commonwealth 
Shoe & Leather Company, spoke in be- 
half of the New England shoe and 
leather trade by request of the Trans- 
portation Bureau of the Boston Cham- 
ber of Commerce. Mr. Jones gave 
some interesting testimony, in the 
course of which he stated that the 
Middle West and far Western markets 
are being reached by Middle Western 
manufacturers with steadily increasing 
amounts of merchandise. 

One important factor in bringing 
about this change has been the con- 
tinual rising costs of transportation, 
brought about by the percentage in- 
crease in rates which took place in 
1915, 1917, 1918 and 1920. In the course 
of his statement Mr. Jones said: 

“Freight charges are a very import- 
tant item in the expense of all shoe 
dealers, both wholesale and retail; so 
important that all wholesale dealers 
have for years used the differential 
lines out of New England for the sake 
of saving the five cents per hundred. A 
further increase of 15 per cent at a 
time like this, when merchants are 
necessarily scrutinizing their expense 
accounts very closely, would, in my 
opinion, reduce the New England ton- 
nage for distant points very materially. 
As the long-haul is the class of busi- 
ness on which the railroads are now 
obliged to make their money, it seems 
quite possible to me that such an in- 
crease might destroy so much long-haul 
business that the railroads would not 
profit by the operation. 

“I believe the industry as a whole 
would not object to such an increase 
in rates as the I. C. C. might find to 
be necessary to protect carriers, pro- 
vided it should be understood that the 
rates now made for this purpose are 
only temporary, and could be made on 
such a basis as would affect all ship- 
ping points alike. That is, if 10 cents 
per hundred were needed, 10 cents 
should be added to the Mid-West- 
ern rates and 10 cents to the New Eng- 
land rates. An advance made in this 
way would not increase the New Eng- 
land handicap. 


Miller on Five-Day Week 


NEw YorRK —A five-day week has 
been inaugurated in the manufacturing 
and wholesale departments of I. Miller 
& Sons, at the voluntary suggestion of 
a committee of workmen, many of 
whom are stockholders in the concern. 
The wage scale, however, remains un- 
changed. 
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If all the goats which had belonged to the that have been in constant demand for tens of cen- 
skins imported into this United States in just turies. The fact that kid is used today in tremendous 
one year were placed in a single line, nose to quantities is simply an indication of unchallenged 
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WHERE TO BUY 
Men’s Shoes 
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NEW PATTERN—NEW GRAIN 





























“A MAN’S DECISION” Cin 
rit oy @ 
Men’s 
Fine 
“Old 
Boston—183 Essex Street shone. 
| N. Y¥.—915-917 Marbridge Bldg. -——w 
Tue 
PR SHOE 
ror MEM 
Rien gel (P) 
BROCKTON 
NETTLETON 
Shoes of Worth 


A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. 
MEN’S FINE SHOES EXCLUSIVELY 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 

SHOES 


Brockton, Mass. 
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EAST WEYMOUTH, MASS. U.S.A. 





tn Stock Service sag 
F, M. HOYT SHOE CORP. 
orm eG. Manchester, N.H. 





















They're beginning to draw things pretty fine, 
stylewise, in the men’s shoe business. Above is 
a new pattern in men’s shoes, which didn’t look 
so good in Scotch grain. An alert tanner got busy 
and developed a new grain, known as “Broad- 
way,” which carries out the spirit of the pattern. 





Buffalo Store Quits 


BuFFALO, N. Y.—Browning, King & 
Co., which is liquidating its Buffalo 
store at Court and Main streets in 
the Liberty Bank Building, is closing 
out its entire stock of Smith’s footwear 
for men at $5.90, the regular price for 
these shoes being $10. The shoe depart- 
ment occupied space on the second floor 
of the store. The company reports that 
high rental linked with a declining sales 
volume which resulted in a rental per- 
centage of almost 17 per cent of gross 
sales prompted its decision to liquidate 
the local unit which has been in busi- 
ness for a period of 31 years. The 
lease expires Aug. 31. 


65th Anniversary for Reed 


ROCHESTER, N. Y.—Hope that cele- 
bration of its sixty-fifth anniversary 
would find it in the midst of a boom 
were realized for the E. P. Reed Com- 
pany last week when the manufactur- 
ing firm found itself too busy to mark 
the day in any other way than work 
and publication of a special edition of 
its house organ. 

President Oliver E. DeRidder and 
other officials of the firm spent the day 
as usual at their desks. The firm was 
founded by the late Edgar P. Reed. 
Besides Mr. DeRidder, other officers 
are: vice-presidents, Edgar M. Reed, 
W. D. F. Gibson and Guy E. Manley; 
secretary, Lester H. Reed; treasurer, 
J. Allen Farley, and superintendent, 
Martin J. Rickard. 


A Tip on the Market 


What is more annoying than some 
morning when we are late for the of- 
fice, to find one of the tips on our shoe 
laces gone, and the end of the lace 
frayed out? 

There’s a tip on the market now 
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THEY WANT TO KNOW 
WHERE TO BUY 


RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. . 

Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. These replies will be for- 
warded to the inquirers. In each case 
please refer to the code identifying number. 
N-316 An X-Ray shoe fitting machine. 
N-317 Calcamane window valances. 

N-318 Line of smart co-ed and girls’ high 
shoes to retail at $5.00 or $6.00. 
Must be smart in both Cuban and 
spike heels. 

N-319 Women’s shoes to retail at $3.00 or 
$4.00. 


N-320 Settees and shelving for a shoe de- 
partment. 

N-321 Used window fixtures in first class 
shape. 

N-322 Girl’s high shoe in brown or black 
with a round toe. 

N-323 Inexpensive sandals (25c. retailers) 
to be used in public bath houses as 
a preventative of athlete’s foot. 

N-324 Hunting boots in stock, of tan calf 
to retail at $15.00 and up. 

N-325 Souvenir books for children. (2). 

N-326 Suitable inexpensive novelty to give 
away to a boy or girl or individu- 
ally in connection with promoting 
school shoes. 

N-327 Children’s stitchdowns to retail at 


N-328 Vamp stretching machines. 

N-329 Books on window dressing technique 
and where to buy display materials. 

N-330 Men’s Police bluchers with Gro-Cord 
soles, built like Army shoes. 

N-331 Men’s hunting boots with Zipper 
fasteners for Southern wear. 

N-332 Women’s novelty shoes to retail at 
from $1.50 to $4.00. (New store to 
be opened, wants complete lines.) 

N-333 Men’s dress oxfords costing approxi- 
mately $2.00 a pair wholesale. 








which the maker guarantees for the 
life of the lace—and guaranteed “tips” 
on today’s market are scarce. The shoe 
manufacturer or dealer who will pro- 
vide this morning aid for his clients 
will surely be appreciated—the tip is 
called “Josco.” 


Machine Made Ballets 


CHIcAGo — The Advance Theatrical 
Shoe Co., 159 No. State Street, Chi- 
cago, has an entirely new soft toe bal- 
let shoe. The new shoe, according to 
Mr. S. Kling of that company, is a 
ballet that is machine made, and still 
has a short sole. This short sole ballet 
has heretofore been necessarily 4 
handmade shoe. The new machine- 
made product is manufactured over a 
last and turned. 











— —- == © 3 — 


Under 
some \ 


conditions \G | 
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it’s impossible to keep some 
things in shape. 


But it’s so easy to keep shoes in shape we 
marvel everyone doesn’t do it. 


The only reason is because they don’t know 
about Miller Shoe Trees—several styles— 
perfect in performance—simple in opera- 
tion—and profitable for you. 


Do you sell Miller Trees? 


O. A. MILLER TREEING MACHINE CO. 
BROCKTON, 
MASS. 


MILLER 
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WHERE TO BUY 


Women’s Shoes 


trees heel 





HAND TURN PUMPS 
PATENT OR CALF 
19/8 HEEL 
AA TO C, 2% TO 8, $4.25 
In Stock 
ROTH SHOE CO. 
Manufacturers 


52 N. Fourth St. 
Philadelphia 








FOR WOMEN 
EBBERTS SHOE CO., INC. 
N. Y. STOCK 


THE JOHN 
IN Buffalo, 











WHERE TO BUY 
; Spats 
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Sel BV ON On BOC La howC har jx 


BOND STREET 


Best known, most de- 

manded line. Styled in 

England and made in a 

| full range of sizes and 

correct colors. Backed by 

powerful radio advertising 

over a Columbia Broad- 

casting System network— 

Supported by strong mer- 

chandising helps, attrac- 

tive packages, etc. Immediate delivery from stock. 
Write for samples. 

THE WILLIAMS MFG. COMPANY 
Portsmouth, Ohio, U. S. A. 
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WHERE TO BUY 
Riding Boots 


OBE Oe Te Te 


RIDING BOOTS 
IN-STOCK 
For Men, Women and 
Children—also 
Jodhpurs and Field 
Boots. 
Write for catalog. 


POTTER’S STAGES SWEEPSTAKE 


CINCINNATI—In an _ endeavor to 
bring before the many Cincinnatians 
unacquainted with the merchandise 
and policies of The Potter Shoe Com- 
pany, their advertising directors, E. C. 
Orr and I. Schiffrin, suggested that in 
keeping with the season they hold their 
own Derby. 

Miss Maude Steelman is responsible 
for the miniature race track idea, while 
each employee turned “jockey.” The 
house was divided into two groups, the 
sales force comprising one and every 
other employee not engaged in selling 
comprising the other. The monthly av- 
erage of each sales person’s total sales 
for the preceding year was taken, and 
the sales person whose sales exceeded 
their average by the greatest degree 
during the contest was the “jockey” 
holding first place, then one for second 
place and third place. 

This had a two-fold advantage for 
the salespeople: it not only put them 
in line for one of the prizes, but in- 
creased their percentage. The policy 
of the non-selling group was to bring 


again into the store former customers 
and new customers through personal 
contact, the customer only having to 
mention the employee’s name to move 
that jockey’s horse another stretch. 

A real unexpected amount of enthu- 
siasm was displayed during the entire 
“meet”; the volume of new customers 
gained and the added volume of busi- 
ness was much in excess of anticipa- 
tion. At the culmination of the “Der- 
by,” currency stakes were awarded to 
the following: Miss Mary Furlong, 
Booterie department, salesperson hold- 
ing first place; Ed Tate, men’s depart- 
ment, salesperson holding second place; 
Miss Martha Bauer, findings depart- 
ment, salesperson holding third place; 
Miss Winona Allen, maid, non-selling, 
holding first place; Mrs. Mamie For- 
rest, maid, non-selling holding second 
place; James Connor, elevator starter, 
non-selling, holding third place. 

Miss Steelman was aided by her two 
assistants, Irwin Riga and Jack Gal- 





lagher. 











Enlarge Basement Department 


BuFFALO, N. Y.—The Wm. Hengerer 
Co. has almost doubled the size of its 
women’s footwear department in the 
basement so as to more efficiently 
handle the rapidly increasing sales vol- 
ume, it was announced by Edward 
Camper, divisional merchandiser in 
charge of basement departments. Addi- 
tional fixtures have been installed. 
Within the last year the footwear vol- 
ume in the thrift basement department 
of the Hengerer store has been almost 
doubled. ‘The store concentrated on 
three price ranges, $2.95, $3.95 and 
$4.95. 


New E. |. Shop 


PITTSBURGH, PA.—F ormal opening of 
a new Dormont store of the Endicott- 





Johnson Shoe Company, at Potomac and 
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Glenmore Avenues, was held today. 
The store is in the building formerly 
occupied by the Citizens State Bank of 
Dormont. The shoe company has in- 
stalled a modern store front with two 
large display windows. The interior 
also has been refinished and decorated 
and equipped with latest devices, in- 
cluding new steel shelves. Roy Thomp- 
son is manager of the store. 


Hanover Store to Move 


CANTON, OHIO—Hanover Shoe Co. 
store, in Market Avenue N for many 
years, has acquired a long time lease 
on a site at Second and Market Ave- 
nues, N. W., and has moved to the new 
location. Building was remodeled for 
the shoe concern, which now boasts of 
the most advantageous downtown shoe 
location. 
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“TAKE THE UNCERTAINTY OUT OF 
WOOD HEEL MAKING” 


“Take the uncertainty out of wood heel making,” 
was the order given the inventors and operating men of the 
Mears Company. And in spite of extreme price competition 
by heel manufacturers who don’t realize what uniformity 
means to shoe manufacturers, the Mears Company has gone 
steadily ahead, doing more business every year, including 
this year, reducing prices as fast as costs make this possible, 
and making real contributions to development. In fact, al- 
most all the basic improvements which have been made are 
Mears made: 


FIRST: Perfecting the turning-machine to make accurate 
duplication of heel profiles possible. 


SECOND: Perfecting automatic groovers to make the 
breasts of heel blocks uniform and accurate without any of 
the variation present in hand scouring methods used by 
others. 


THIRD, and so on: Dozens of minor but important im- 
provements or inventions in grading, doweling, breast slot- 
ting, concaving, measuring, inspecting, conditioning, hand- 
ling, packing, etc. 


THE AUTOMATIC SPOOLING 
(or Rounding) MACHINE 


sr» to now rounding (or spooling) 

of tops has been done by hand, 

the corners have been “knocked ‘site means 
off”, and no matter how skilled 

the operator, uniformity of shape 

has been impossible. 


NOW rounded tops or unique 
shapes can be made in volume THE NEW MEARS 
production with almost perfect MONOSPOOL 


uniformity. MECHANICALLY SPOOLED 


Therefore, more of the uncer- 
tainty has been taken out of 
heel making! 


All Mears (and associated) plants are being equipped to make Monospools. 


FRED W. MEARS HEEL COMPANY, INC. 


hook fee AUBURN, ME. - COLUMBUS, O. - ST. LOUIS, MO. - AUBURN, N. Y. 


this trade-mark Associated Companies 


onevery heel seat CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 
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WHERE TO BUY 


Men’s & Women’s 
Slippers 


6 hE 





Boudoir Slippers In Stock 
NUSUAL VALUES 















Sizes 3 to 8 
Style 814—Won, Blk. 
Kid - $1.00 


Style 805 Was. Blk. 

Kid Turns ... 1.25 

One and 2-strap 

Slippers In Stock 

SCHWARTZ & HERDER, INO. 
flalists In Comfort & Ballet Slip 

241 No. 11th St.. Philadelph! a, Pa. 














W. S. CHASE & SONS 
HAVERHILL, MASS. 


FINE SLIPPERS 
MEN and BOYS 
HANDTURNED 
$2.00 to $2.85 
Boston Office: 501 Statler Bldg. 
eae ae 





Py) 


o “RADIO-TYME”’ . 


TO RETAIL AT $3, $4 & $5 


EVANS 
STANDARO, 
<“RADIO- HOUSE 
TYME”’ SLIPPERS 
Reg. U. S. Pat. Off. In Stock 


CATALOG ON REQUEST 
1) L, B. EVANS’ SON CO:, Wakefield, Mass. 





o 











HORCO SLIPPERS 


are made better— 
and sell better—than any other slippers 
on the market in the popular price 


class. Samples on Request 


VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. New York City 











New Ellsworth Store 

BuFFALo, N. Y.—L. Nelson Ellsworth, 
who for many years has operated a 
retail footwear store at 1332 Jefferson 
Avenue, has organized a new company 
known as L. N. Ellsworth, Inc., with 
a capitalization of 100 shares of no par 
value common stock to open a new shoe 
store at 7 East Genesee Street. The 
new corporation has signed a ten-year 
lease on the street floor of the building 
involving an aggregate rental of ap- 
proximately $75,000. Extensive altera- 
tions are being made on the building, 
including the installation of new win- 
dow display frontage. 








» ABOUT PEOPLE ¢ 





Shoe and Leather Men on Committees 


BostoN—For the first time in many 
years the annual convention of the At- 
lantic Deeper Waterways Association is 
to be held in Boston, and Mayor James 
M. Curley and the business organiza- 
tions of the city are preparing an inter- 
esting program of entertainment for 
the expected hundreds of visiting del- 
egates. 

The New England Shoe and Leather 
Association is officially represented on 
the Committee on Arrangements by 
President William J. Fallon, and on 
the Publicity and Reception Commit- 
tees by Secretary Thomas F. Anderson. 
Charles H. Jones, president of the 
Commonwealth Shoe & Leather Com- 
pany, is on the Transportation Com- 
mittee. 

The New England tanning and foot- 
wear industry has special interest in 
the Port of Boston inasmuch as large 
quantities of hides from South America 
and other foreign countries are entered 
there and a great deal of leather and 
shoes are shipped from the Port in 
both foreign and coastwise steamships. 


T. L. Labin Married 


CHARLEROI, PA.—Thomas L. Labin, 
manager of the Labin Shoe Shop in the 
J. W. Berryman Department Store here, 
was married in the First Baptist 
Church, Pittsburgh, on Aug. 3 to Miss 
Genevieve W. Lowstutter of Browns- 
ville, Pa. Following the wedding the 
couple left for a trip through Canada 
and on their return will reside in Char- 
leroi. The bride is a graduate of the 
Paris School of Fine and Applied Arts 
and spent two years abroad in study 
and travel. 


Goldstein Acquires 12th Store 


BuFFALO, N. Y.—Henry Goldstein, 
operating a chain of eleven retail stores 
in western New York, announces the 
acquisition of the local unit of the 
Schiff Shoe Co. of Columbus, Ohio, 
known as the Dolly Jean Shoe Shoppe 
at 481 Main Street, which will be oper- 
ated as the twelfth unit in its chain. 
The lease on the store runs until 1939, 
with an aggregate rental of $60,000. 
This is the third Goldstein shoe store 
in the heart of the downtown retail 
shopping district of Buffalo. 


Waldes Outing 


New YorkK—About 50 of the em- 
ployees and executives of the Waldes 
Koh-I-Noor, Inc., had an outing on Sat- 
urday, August 8, at Hook Mountain 
on the Hudson. They were the guests 
of David Silverman, one of the execu- 
tives of the company. 
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Brouwer Honored 


MILWAUKEE.—S.J. Brouwer, president 
of the S. J. Brouwer Shoe Co., 330 West 
Wisconsin Avenue, one of Wisconsin’s 
largest retail shoe stores, was reap- 
pointed a member of the research com- 
mittee section on foot technic and re- 
search of the American Osteopathic 
Association at its convention in Seattle, 
Wash., August 8. 





Son at Lape Home 


COLUMBUS, OHI0O—On Monday, August 
3, a bouncing baby boy was born at the 
home of Mr. and Mrs. Herbert L. Lape, 
Jr. He has been named Robert Gould 
Lape. Herbert L. Lape, Jr., is general 
manager of the Lape & Adler Shoe Co., 
Columbus. 


On Honeymoon in Mexico 


RocHESTER, N. Y.—L. D. Hicks, of 
the R. E. Cox Drygoods Company, Mar- 
lin, Tex., district representative of 
E. P. Reed & Company, and the former 
Miss Willamae Curry are on a honey- 
moon trip through Mexico. They were 
married two weeks ago. 


J. J. Daragan to Open Store 


DANBURY, CONN.—Joseph J. Dara- 
gan, for many years the manager of 
the Lane Boot Shop here, will open his 
own retail shoe store at 209 Main 
Street early in September. 


IEEE 
OBITUARY 
Fe 


Frank Lovett 


RICHMOND, VA.—Frank Lovett, 37, 
senior member of the firm of Lovett 
Brothers, operating retail shoe stores 
at Winchester, Staunton and Harrison- 
burg, Va., and prominently identified 
with the business and civic affairs of 
Winchester, died August 5 in a Bal- 
timore hospital a month after being 
stricken with leukemia, while on a busi- 
ness trip to Portsmouth, Ohio. He was 
a member of the Winchester Retail 
Merchants’ Association, the Winches- 
ter Chamber of Commerce and the 
Kiwanis Club of that city. He was a 
son of Jacob Lovett of Baltimore. He 
is survived by his widow, formerly Miss 
Esther Hyman of Baltimore, and three 
daughters. 





Theodore C. Dieter Dies 


Theodore C. Dieter, for more than 
twenty years a traveling salesman for 
the Fred S. Todd and Joy, Clark and 
Nier shoe companies, died at his sum- 
mer home at Grand View Beach, near 
Rochester, N. Y., last week. He was 
a member of the Rochester Association 
of Traveling Shoe Salesmen. He is 
survived by his widow, Hattie Hastings 
Dieter; two sisters and four brothers. 
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Hh, hfe Co Buy Brown Kid 


Because brown clothes are selling in volume, for 
wear throughout the winter. 


Because brown kid shoes can be worn during fall, 
winter, and early spring. 


Because the browns of this season are deep and 
rich enough to wear with all costume colors. 


ghee VM, i723 Cig Mo. 1 


(Prado) 


ld ee <e ; 
The (Vow Crstle Reger: eulis 2, his 


eer & 


champles by request to Seem 1702 -100 Gold Street, (New York 
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WHERE TO BUY 
Fine Sport Shoes 
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SAN LINE SPORTIEST OF 
SPORT SHOES 


“A Mile Away You Know Them” 


Sun Chasers 


SAN JEAN 
Falis colorful sport woolens call 
for this shoe with its hand whip- 
ping of saddle and tip. 
CATALOGUB ON REQUEST 








“SPORTSTER” 


Official Girl Scout Shoes 
204 Sizes and Widths In-Stock 
A. SANDLER 
154 Lincoln St. 

Boston, Mass. Est. 1889 








WHERE TO BUY 


Shoe Forms 


Sar JOVMS 


for Shoes and Hosiery 
made of white 


Shee Form Ce.,Inc., Auburn, N. ¥- 
_ ENUM A 2 PR 
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WHERE TO BUY 


Shoe Accessories 


ll el ht ll ei int 


VAMP-EEZ 


Pat. Pend. 
INSTEP PROTECTOR 


Worked out by the inven- 
tors to meet every 
contour of the 
vamp, insuring 
invisible instep 
protection. 
Adjustable 
opera pumps— 
Clinches sales and 





to 


Vamp-Eez Co. 
1141 Bdwy., 
New York City 














» ON THE SELLING END < 


News of the Travelers and Sales Activities 


Seek Lower Hotel Rates 


The National Shoe Travelers’ Associ- 
ation, through its Secretary-Treasurer 
T. A. Delany, recently inaugurated a 
move for a general reduction in hotel 
rates to accredited members of the 
traveling fraternity. Advantage was 
taken of the opportunity presented dur- 
ing a recent convention of the Amer- 
ican Hotel Men’s Association, held in 
Boston, and to this association was sent 
a communication advancing the travel- 
ing man’s side of the argument. 

Stated briefly, these arguments are 
that the cost of distribution, of which 
the cost of traveling is no inconsider- 
able item, should be reduced and that 
business in general throughout the 
country is doing everything that can 
be done to accomplish that object; that 
men who gain their livelihood use 
hotels much more than does the occa- 
sional traveler or the vacationist; that 
these traveling men, therefore, can be 
considered logically as wholesale users 
of hotel service and should, therefore, 
be entitled to a reduction in rates just 
as wholesalers in every line, buying in 
large quantities, are entitled to and 
get, a lower price than does the indi- 
vidual retailer. 

In the communication sent to the 
hotel men’s association, it was pointed 
out that, although the National Shoe 
Travelers’ Association is interested 
primarily only in its own membership, 
the association feels that any reduction 
in rates to which its membership may 
be entitled, should be shared also by 
every member of an accredited associ- 
ation of traveling men, no matter what 
their line. 

Receipt of the communication was 
acknowledged by the hotel men and it 
is understood that it has been referred 
to the executive committee for im- 
mediate consideration and early action. 


Cooper With Eaton 

William E. Cooper, for 31 years a 
leading representative of the Churchill 
& Alden Company, is now with the 
Charles A. Eaton Co. Mr. Cooper has 
a host of friends throughout the trade, 
and especially in New England, which 
has been his territory for the 31 years. 
He will have the same territory for the 
Eaton company, selling Crawford and 
Eaton shoes for men and Crawford 
shoes for boys. 


Hugh Doyle on Trip South 

Hugh Doyle, of the Brockton Shoe 
Company, Brockton, Mass., and Mr. 
Mack, district manager for the South- 
east for the F. M. Orr Shoe Company, 
of Manchester, N. H., were in Atlanta 
recently calling on the local trade. 
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With Samuels Shoe Co. 


W. L. Gray is assisting Ed. Thorn. 
ton in selling the line of the Samuels 
Shoe Company of St. Louis in the State 
of California. 


Sam Kushins with Kyestone 


Sam Kushins, formerly a member of 
the retail division of the allied indus- 
tries, is now on the road representing 
the Keystone Slipper Company, Inc., 
of Philadelphia, and the Knight Slipper 
Manufacturing Company of Brooklyn. 
Until recently Mr. Kushins operated 
the shoe department in the store of 
Roos Bros., Oakland, Cal., but has sold 
his interest to his brother. 


R. E. Jackson Covers Northwest 


R. E. Jackson has recently been 
added to the sales force of the Virginia 
Lee Shoe Company of Milwaukee, 
covering the Northwest with headquar- 
ters in Seattle. He also carries the 
line of the Edgewood Shoe Factories, 
of Atlanta. 


To Travel on Coast 


R. B. Mitchell is covering the States 
of Washington, Oregon and California 
for the Musebeck Shoe Company, of 
Danville, Ill., makers of Double-Arch 
Weat Straight shoes. Mr. Mitchell 
formerly covered the State of Illinois 
for the Scholl Manufacturing Company, 
of Chicago. 


Goes with Friedman, Shelby 


V. B. Goshorn is now representing 
the Friedman, Shelby Branch of the 
International Shoe Company, on the 
West Coast, making his headquarters 
in Room 613, Commercial Building, San 
Francisco. 


Joe Kalisky Visits Factory 


Joseph Kalisky, president of the Na- 
tional Shoe Travelers’ Association, 
paid a visit recently to his factory, 
Thompson Bros. Shoe Company, Brock- 
ton. After picking up his fall samples 
he left again for his territory in the 
Middle West. 


Makes Atlanta His Headquarters 


Bert E. Thomas, representing the 
Joseph Corcoran Shoe Company in the 
Southeast, has moved to Atlanta and 
is making his home there. He is cover- 
ing the Southeastern territory from 





that city. 
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cA National “Workman 


He is the composite workman of a national industry. His 
myriad hands contribute to the making of countless pairs of 
shoes. He stands behind the operators of thousands of ma- 
chines. He knows, most intimately, the units and functions 
of their mechanical servants. He built them, and to keep 
them running smoothly and profitably for every user, is his 
business obligation... . From his great resources, some 
twenty-one million parts are distributed annually. He is an 
ideal workman. He labors for many factories but is not em- 
ployed by any factory. He is an obliging workman. He 
responds instantly to every order and request, and swiftly 
answers every demand for help. There is no task too diff- 
cult, or any limit to his skill. He has an amazing habit of 
multiplying himself. His helpfulness is everywhere and any- 
where, almost at once. He is a creative workman. He repre- 
sents a dominant purpose, to continuously invent new 
machines, and to advance methods of manufacture. He is 
an economic workman. His giant task is to reduce the cost 
of making shoes and increase their value to the buyer — 
that the feet of the people of America may be clothed with 
even better footwear. A National Workman! 


At your service. 
—_ 


United Shoe Machinery Corporation 
Boston, Massachusetts 


ufep 
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WHERE TO BUY 


Children’s Footwear 
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PATENTED 


ROBA» 
SHOES 


Finest Quality Children’s Shoes 
Manufactured continuously since 1892 
by 


SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 








Children’s Fine Goodyear Welt Shoes 
Made by 


THE GILBERT SHOE CoO. 
THIENSVILLE, W'S. 








MRS. DAY’S IDEAL BABY 
é SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four years! 


Danvers, Mass. 














High Grade Goodyear 
Welt Shoes in Stock. 


Wiswell-Everston Shoe Mfg. Co. 
Cedar Grove, Wis. ‘ 
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WHERE TO BUY 


Bowling Shoes 


TH 


BOWLING SHOES 


No. C762—All sizes in stock 
for immediate delivery. 
Write 


talog of ATHCO athletic 
Shoes. ‘ 





To Attend N. Y. Convention 


Traveling salesmen who have made 
reservations to attend the convention 
of the New York State Shoe Retailers 
Association at Schenectady, Sept. 14 
and 15, were announced this week by 
J. L. Patton, chairman of the cunven- 
tion committee, as follows: 

J. Zimmerly, Dixon-Bartlett Co., 
Baltimore, Md.; D. Mazure, Florsheim 
Shoe Co., Chicago, Ill.; W. J. Keeffe, 
Marshals-Meadows Co., Auburn, N. Y.; 
E. S. Tobin, Canastota, N. Y.; J. C. 
Rintelin, Scholl Mfg. Co., New York; 
I. J. Garey, Duane Shoe Co., New 
York; C. M. Sanford, Hagerstown S. 
& L. Co., Hagerstown, Md.; J. M. 
Levy, Sam B. Wolf Sons Co., Cincinnati, 
Ohio; H. E. Ensor, Lape-Adler Co., 
Columbus, Ohio; J. E. Stevens, Ban- 
croft, Walker Co., Boston; J. F. Tra- 
vers, Brockton Co-Op. Shoe Co., Bos- 
ton; Rollin Tuttle, Gilbert Shoe Co., 
Thiensville, Wis.; Eugene Connor, 
E. P. Reed Co., Rochester, N. Y.; H. A. 
Rhodes,. Saks Shoe Co., New York; 
J. T. Hubbs, Racine Shoe Co., Racine, 
Wis.; P. R. Whitney, Simplex Shoe 
Co., Milwaukee, Wis.; H. M. Barnes, 
Ault-Williams Co., Auburn, Me.; A. B. 
Brown, Dunn & McCarthy Co., Auburn, 
N. Y.; C. L. Kimmel, P. W. Minor Co., 
Batavia, N. Y.; F. W. Rice, “Peacock 
Shoes,” St. Louis, Mo.; C. A. Gleason, 
Ault-Shackford Co., Auburn, Me.; 
H. S. Tibbetts, Bates Shoe Co., Web- 
ster, Mass.; G. E. Armstrong, Jeller- 
son-Rafter Co., Norway, Me.; J. S. 
Whittemore, Forbush Shoe Co., No. 
Grafton, Mass.; W. S. Freudenfloss, 
Golo Slipper Co., New York; Sol Gard- 
ner, C. A. Eaton Co., Brockton, Mass.; 
Tim Murphy, Green Shoe Co., Boston; 
E. J. Steinhilber, Jr., Daniel Green Co., 
Dolgeville, N. Y.; A. T. Small, N. 
Fisher Co., New York; J. Lovinger, 
Morse & Rogers, New York; Daniel 
Curtin, Dunham Bros., Brattleboro, 
Vt.; C. D. Risley, Selby Shoe Co., 
Portsmouth, Ohio; W. W. Skinner, 
Selby Shoe Co., Portsmouth, Ohio; 
Ralph Harkinson, Cole Shoe Co., Man- 
chester, N. H.; Charles Jordan, Com- 
monwealth Co., Boston; F. C. Mahar, 
A. J. Sweet Co., Auburn, Me.; F. S. 
Brill, Rochester, N. Y.; Harold Flynn, 
Ideal Shoe Co., Milwaukee, Wis.; J. A. 
McCourt, Johnson Shoe Co., Dixon, 
Ill.; W. D. Patterson, Air-O-Pedic Co., 
Brockton, Mass.; W. C. Cleveland, 
A. G. Quimby Co., Brockton, Mass.; 
R. Markowicz, Connell Shoe Co., S. 
Braintree, Mass.; H. A. Wetmore, 
Armstrong Shoe Co., Rochester, N. Y.; 
F. Zorn, W. B. Coon Co., Rochester, 
N. Y.; T. Furlong, Douglas Shoe Co., 
Brockton, Mass.; M. B. Banks, Cam- 
bridge Rubber Co., Cambridge, Mass.; 
H. Holden, Virginia Lee Shoe Co., Mil- 
waukee, Wis.; R. A. Gillett, Dyer-Hall 
Co., Auburn, Me.; M. P. Lyons, Schol- 
nick Shoe Co., Boston; M. E. Flynn, 
Si-en-tific Shoe Co., Columbus, Ohio; 
H. D. Krotts, Central Shoe Co., St. 
Louis, Mo.; Charles Brannock, “Foot 
Measure,” Syracuse, N. Y.; H. S. 
Brandman, Peck Shoe Co., Worcester, 
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Mass.; J. J. Santry, New York City; 
Frank P. Eyer, Juvenile Co., Millers- 
burg, Pa. 


Newkirk-Offutt in New Store 


Fort WortH, Tex.— The Newkirk- 
Offutt Shoe Company, after being in 
business twenty-five years, has moved 
its store from the old location to the 
new business center of Fort Worth, 407 
Houston Street. 

The company has installed a most 
beautiful front, which embraces two 
windows in a hexagon shape, on the 
sidewalk, then a space of about four 
feet, with bevel plate glass mirrors on 
each side, then two more hexagon 
shaped windows with glass backs, 
which gives, in place of two windows, 
as in an ordinary front, four windows. 
These front windows have plastered 
backs stippled, and the two back win- 
dows have backs made of gunny sack- 
ing. Over the tops of these windows is 
a plate glass seven feet tall and four- 
teen feet long, which has a transparent 
sign with electric lights behind it, with 
the words “Newkirk-Offutt Shoe Com- 
pany.” On each side of this sign are 
windows, which open and have the 
street number, 407, on each one, to 
balance up the sign. These, when 
open, give the store a wonderful ven- 
tilation. 

The display windows are beautifully 
floored with hardwood. Around the 
railing of the balcony are paneled mir- 
rors, which make a very attractive of- 
fice. At the left of the entrance is a 
beautifud mirror, with a small desk, 
for the convenience of the customers, 
with plenty of stationery and good pen 
points. Just to the right of this desk 
is the hosiery department. In front of 
the hosiery case is one to match, which 
carries a full display of children’s 
shoes. 

The front is open, with nothing to 
obstruct the view from the street, and 
this makes the store very light, airy 
and comfortable. The shelving is built 
of mahogany to match the shoe cases, 
and all shoes can be reached from the 
floor. The shelving is ninety-five feet 
on each side and has a capacity for 
7060 pairs of shoes. 

There is a balcony in the back twenty 
by forty feet, and on this balcony are 
shelves, carrying all reserve stock. 
Over 4000 pairs of shoes can be placed 
on this balcony. 

Under the balcony is a wrapping 
counter, and just back of this wrapping 
counter is a bevel plate mirror, seven 
by ten feet, which makes the store look 
exceedingly long and very attractive. 


For School Opening 


NEw YoRK—A novelty pencil box, 
containing blotter, pen, pencil and 
ruler, in the form of a giant eraser, has 
been put on the market by the Para- 
mount Souvenir Advertising Company, 
3850 Fourth Avenue, New York City, 
to be used as a give-away by shoe mer- 
chants in the school opening season. 
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COO RIGID 








STANDISH LAST 
Norwegian Grain Oxford 


IN STOCK 
Lot No. 525 
Black 
Lot No. 520 
Tan 


Widths and Sizes 
A-E 6-11 








C-H: ALDEN 


COMPANY 
* 


DESIGNERS & MAKERS 
OF MEN’S FINE SHOES 


ABINGTON, MASS. 


, cece eect: 
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ll ee el 


WHERE TO BUY 
Ballet Slippers & Sandals 


.r™ ll hl elie een 


PROFITS 


Shoe retailers are finding 
extra profit in theatrical 
footwear these days. In- 
vestigate the profit possi- 
bilities of a theatrical de- 
partment. 


Write us! 


CHICAGO 


The Heft THEATRICAL SHOE CO. 
3rd Floor, Capitol aids. | 


Tee Silpper 
159 N. State St., Chicago, I 


Coast orders filled from: 
6715 Hellyweod Bivd., Hollywood, Cal. 





The CAPEZIO 
CATALOGUE TELLS 
the PROFIT STORY! 


@& END for the new Catalogue and 
Ask about our exclusive fran- 
ehise plan. Learn about the profit 
possibilities CAPEZIO Dancing Foot- 
wear offers. 


CHICAGO STOCK 
159 No. State St. 
10s ANGELES 
8T 


1533 Rosalia Road MAIN OFFICE AND 
FACTORY 

















In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.25 pair 
Misses’ $120 pair 
Child’s $1.15 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 











le hl ee ee i ee elie ti i te 


WHERE TO BUY 


Dancing Shoes and Taps 


ec al li el el i ee tie ie i te 


IN STOCK 


FOR IMMEDIATE DELIVERY 


Sizes 11% to 2 
2% to 8 


The best popular 

priced turn tap 

‘ shoe in the 
market. 

Insist on 


heels—as they must 
be flexible. 


Packed in 
18 or 36 
pair cases 


Write for 
sample pairs 
The Norridgewock Shoe Co., Inc. 
—NORRIDGEWOCK, MAINE cueemeememm, 











Limitations of In-Stock Service 


[CONTINUED FROM PAGE 66] 


bulk lots as they do creates a saving 
that is reflected in lower prices on 
their stock shoes than make-up facto- 
ries can offer. 

Fortunately this argument will never 
be settled. Experts have never agreed 
on the relative worth of competing 
lines, so retailers have come to depend 
upon their own judgment rather than 
rely on competitor’s knocks. 

Here again we find honest disagree- 
ment among manufacturers. A maker 
of men’s and boys’ shoes, who carries 
a medium sized stock, declares: “We 
find stock shoes are an added expense 
which is very difficult to include in our 
costs, and for that reason cuts down 
further an already very small margin 
of profit.” 

A children’s shoemaker adds: “Keen 
competition has prompted the placing 
of too many numbers on the floor. 
This has resulted in tremendous in- 
vestments with slow turnovers and 
huge losses from close-outs and short 
lots.” 

A manufacturer of women’s style 
shoes writes: “Smart retailers are still 
anticipating their requirements and do 
not depend upon in-stock departments 
because they realize that in buying 
shoes on that basis they are naturally 
paying a premium or extra cost. 

“Frankly, our in-stock department 
has not been profitable as we are pri- 
marily a make-up house and concen- 
trate our efforts along those lines.” 

On the other side of the question we 
read: “Stock shoes offer the manufac- 
turer the advantages of some flexibility 
because he can hold his production con- 
stant and vary his stock with the fluc- 
tuations in seasonable business. This is 
quite an advantage over the maker of 
strictly made to order shoes.” 

A maker of women’s shoes, who em- 
phasizes his in-stock department, 
writes: “If the business is conducted 
efficiently, the savings in manufactur- 
ing will more than offset the cost of 
mark downs to the manufacturer.” 

In general, women’s shoemakers ad- 
mit an in-stock department cannot be 
operated without some loss. In the 
same breath they confess that under 
present conditions the factory loss 
would be greater if they had no stock 
shoes. 

Stated another way, the making of 
in-stock shoes effects a saving, whereas 
the selling of those shoes may show a 
loss. Factory management is success- 
ful if it makes the saving overbalance 
the loss. 

The retailer is vitally interested in 
all these internal factory problems. 
Every saving a factory makes and 
every loss it suffers is eventually re- 
flected in higher or lower prices, as 
well as in better or poorer service to 
the dealer. 

One manufacturer’s letter points out 
how seriously manufacturers’ over- 
stocks affect retailers directly. He tells 
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us: “The market has been flooded for 
several years with job lots, discon- 
tinued numbers, slow styles, etc., the 
results of the manufacturer’s optimis- 
tic or enforced gambles. 

“A tremendous amount of such shoes 
are jobbed off through the retailers 
into the hands of the public every year. 
When everything is said and done, the 
manufacturer, the retailer and the con- 
sumer would be much better off without 
this merchandise. 

“We fool ourselves into believing 
that the consumer wears out a shoe 
bought at a sale faster than one bought 
at regular price. That cannot be. A 
thousand pairs of sale shoes dumped on 
the market spoil the sale of exactly 
one thousand pairs of regular price 
shoes.” 

Leaving out the theorizing, we find 
most factories having both make-up 
and in-stock shoes, offer a larger dis- 
count on make-ups. 

We also find the average retailer 
would prefer to do his buying from 
stock. He is willing to lose possibly 5 
per cent make-up discount, pay the 
higher transportation charges on small 
lots, and pay the extra bookkeeping 
expense of numerous small invoices. 

The greatest expense in the retail 
shoe business, he figures, is the risk of 
having on hand something that after 
all he doesn’t want. 

One of the most vigorous exponents 
of the in-stock game sums up a life- 
time of experience in the following 
statement: 

“Accomplishing something with in- 
stock shoes is no different from accom- 
plishing something in any other line. 
First, the retailer must choose the 
right in-stock line. 

Second, he must not buy the styles 
he shouldn’t just because they are in 
stock. He must not handle the kind 
of shoes he shouldn’t just because they 
are in stock. He must not buy the 
sizes he shouldn’t just because they 
are in stock. 

_“A surplus of stock shoes will sell no 
better than a surplus of make-up 
shoes. He cannot eliminate the gamble 
in business just because he is buying 
from stock. 

“But if he will choose the right in- 
stock department, run with the right 
ideals, by a dependable concern manu- 
facturing the kind of shoes he should 
buy, he will cut down a considerable 
amount of his gamble, he will get a 
better turnover on his capital, he will 
take a smaller markdown, and when 
some big demand arises—like water- 
snakes in the spring of 1930—he will 
not only increase his sales but will 
serve his trade better. 

“But if the retailer uses an in-stock 
department only as an emergency life 
belt to rescue him from a sea of mer- 
chandising mistakes—well, he will sim- 
ply pull the whole in-stock proposition 
under and both will drown.” 
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Shoe Details |/IIIIIZEEE 


Manufacturer, Retailer and Wearer 
are more conscious today than ever 
before of details. Each demands ap- Se ol 


pearance, quality and uniformity, par- 
ticularly in laces. 


Finished appearance, strength and 
beauty are assured in our shoe laces 
and, due to our long years of experience 
and control of manufacture through- 
out, those elements are expected by 
our customers. They have never yet 
been disappointed in us. Today the 
manufacturer expects lowest prices 
consistent with quality. Due to our 
control of manufacture from raw to 
finished product we stand prepared to 
meet the shoemaker’s needs. 




















SHE JOSCO FABRIC TIP 
—e small, neat tip that will 
enter any eyelet with ease. It 
has no shoulder to catch, 
scratch or tear and is abso- 
lutely waterproof. The JOSCO 
tip cannot pull off for it is part SFU, : 
of the lace itself which has SECTION OF 
been impregnated with our SPINNING ROOM 
own exclusive solution to give 
Tips may be either fabric, met- it the proper rigidity and en- 
al or celluloid. We recom- durance. We guarantee the 
mend the recently perfected JOSCO FABRIC TIP to out- 
JOSCO FABRIC TIP. Jast the lace in ordinary use. 


Shoe Lace Company, Ltd. 


(Successor to Joslin Mfg. Co., Established 1865) 
PROVIDENCE, R. I. 


SELLING AGENT 
UNITED SHOE MACHINERY CORP., BOSTON, MASS 
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TO 66S OTTO ET TT Te 


WHERE TO BUY 
Dancing Shoes and Taps 


D6 6 8 ET Eo PP 





With Taps 
Attached 


TAP SHOES 


IN-STOCK 
9780—Black Kid 
$1.70 


No. 
No. 9785—Patent 
Leather 
$2.20 
BROOKS SHOE MFG. 94. 
Swanson Ri 
Philadelphia 


* KENDALL’S - 


Style No. Py Patent ia’. 
Women’s 2 to 8, 


2.00 
Misses’ {1 to 2, B and C 
$1.90 





PROFESSIONAL 
FLATS * 





Style No. 12 
lack Kid 
Women’s 2 to 8, B and C 


Misses’ 11 to 2, B and C $1.65 











* KENDALL SHOE COMPANY 
HAVERHILL, MASSACHUSETTS 


* 
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WHERE TO BUY 


Shoe Accessories 


le el i ie ee ee 


» EASE CALLOUSES with 
a IDEAL FELT 


Metatarsal Buttons 


ss Specifically shaped, they are correc- 

tive. Three sizes, small, medium and 

large. Also Chiropodists’ felt, mixed and all wool. One 
pound papers of %”, %” and %”. os 
0 


Security Shoe Finding Mfg. Co. ine. 
2 S. WELLS ST. CHICAGO 


WHERE TO BUY 
W ork Shoes 





th ‘OCK 
Bass ~ 


Service 


IN S 
FF it’s built bi 
It's buill 





Staged Big Shoe Sale 


Kansas City, Mo.—In preparation 
for a big shoe sale Friday, Aug. 14, 
George C. Main, shoe buyer for the 
downstairs store of Emery, Bird, 
Thayer Dry Goods Company, went to 
Chicago and bought up all the odds and 
ends of stock in the Mailing Shoe 
Stores in Chicago. This merchandise 
included $6 and $10 shoes and the en- 
tire lot was sold for $2.22 a pair in the 
Emery, Bird, Thayer sale. 








O. P. I. 


[CONTINUED FROM PAGE 21] 


poorly laced shoes in untidy windows, 
in many one hundred per cent location 
stores, which cater to the so-called 
high class trade. 

“I tell my managers,” said Mr. 
Shearman, “that if they were looking 
for a job for themselves, they would 
see to it that their clothes were well 
pressed, shoes neatly polished, linen 
fresh, with every evidence of personal 
neatness. None of these things men- 
tioned would indicate a prospect for a 
job to be a superlative manager, yet 
the total sum of these little attentions to 
detail tends to make the applicant more 
presentable in the eyes of his prospec- 
tive employer. 

“That’s what we do to our display 
shoes—groom them so they will look 
better, and so that the public will be 
more inclined to give them a job. All 
the shoes on display in these New York 
Fifth Avenue stores, as well as those 
being shown in the country grocery 
store, are applicants for some particu- 
lar sort of a foot covering job. Their 
job getting appeal all depends on their 
immaculate surroundings and careful 
grooming. 

“Loose thread ends, colored shoes 
that are allowed to become sun burned, 
shoes sloppily laced are the soup spots 
on the vest. Once we tried forming 
shoes by means of stuffing paper, in 
them, as is practised in some of the 
very high priced shops. Only once, 
for the sales dropped off immediately. 
This method may be good practice for 
those selling the top priced trade, but 
it surely is not for those in the popular 
priced field.” 

C. H. Davis of Lansing, Mich., says: 

“We find that the demand is for 
lower priced shoes—men who used to 
pay $10 for shoes demand them for $5, 
and the ones who used to pay $5 want 
them for $2.95—at least a good part. 
We have been able to secure an un- 
usually strong line of men’s good look- 
ing and wearing shoes for $1.75 to 
$2.15. These are featured at $2.95— 
not one or two, but a dozen styles. 
They sell. Until we did this, men’s 
shoes were deader than ever. It is 
much better to give people what they 
want than to do nothing at all. With 
the turnover, the profit is not so small. 
The secret is in displaying many styles 
at this one price, in wide, narrow, me- 
dium and plain toes. The unusual va- 
riety and quality seem to appeal. 

“We find that we can buy men’s good 
looking rayon fancy hose from $1.45 to 
$1.85 a dozen. A price of twenty-five 
cents or five pairs for a dollar, with 
every customer being shown them, is 
producing some good business. Five 
pairs in your hand, extended to a man, 
with the remark that this is an espe- 
cially good buy for a dollar, will sell 
them three out of five times. It re- 
quires only a little conversation on the 
part of the sales person to point out the 
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attractive patterns and the attractive 
low price. 

“Women’s novelty shoes are featured 
along the same lines as the men’s. Dis- 
playing them in a group at one price, 
and a large number of styles at $2.95, 
works pretty well. Selling shoes to- 
day, like anything else, is a matter of 
having and showing what the people 





want—and can buy.” 


When It’s Time to Relax 
[CONTINUED FROM PAGE 29] 





most of these high-priced materials. 
Kid operas are the bread and butter 
—the backbone of the men’s slipper 
business. Everetts, Romeos, Nullifiers 
and the like are practically out of the 
picture. Combined figures from several 
slipper houses show their advance 
opera sales to run about this percent- 
age: 
Tans, solid and trimmed 
Color combinations 


Pullmans are showing a decided gain, 
both the soft soles and those having 
hard soles, according to the orders 
placed so far. There is apparently con- 
siderable interest in those coming in 
zipper top bags. 


Trends on Fifth Avenue 
[CONTINUED FROM PAGE 70] 


ular throughout the country this last 
season. The newer effect seems to be 
in the vamp riding higher than here- 
tofore, giving a V line to the center 
vamp. 

Lord & Taylor are showing com- 
binations of green, while Best is 
exploiting the bronze afternoon opera 
as sponsored by Patou in the recent 
Paris openings. While Slater is dis- 
playing some close out sale footwear, 
the new fall line is very worthy of 
mention. The combination of mink 
suede and one forty three tip and fox- 
ing in pump and demi-oxfords is most 
attractive. Alligator and suede and a 
new interpretation of the shadow eve- 
ning sandals are also to be seen at 
Slater’s. 


Reasons for Shoe Display Week 
[CONTINUED FROM PAGE 32] 


getting stuck on. Let us put in time 
to sit down and analyze our business. 
We would find that we have a great 
many regular fundamentals that if 
we paid more attention to we would 
be better off. Thus we can get together 
and buy our shoes so that they can be 
made properly, without a handicap of 
rush and push and guess and not get 
stuck any more all around—this is the 
object of the National Boot and Shoe 
Manufacturers Association in promot- 
ing earlier buying.” 
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The comfort, durability, and smart appearance 
of footwear, whether for sport or dress, depend 
largely upon the quality of the hidden parts of the 
shoe . . . The fusing qualities of Celastic insure a 
smooth, comfortable toe, free from wrinkles. The 
smart lines of the last are faithfully reproduced 
and maintained in the toe of the finished shoe. 


Celastic Box Toes are now universally used by 
manufacturers in all price fields. 


UNITED SHOE MACHINERY CORPORATION 


Boston, Massachusetts 


& 


THE QUALITY BOX TOE 
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THIS MAY BE | 
YOUR OPPORTUNITY. a 














SALESMEN WANTED 


SALESMEN WANTED 


POSITION WANTED 








SALESMAN 


with following to sell complete line of popu- 
lar priced leather, crepe, and felt slippers, for 
manufacturing concern established since 1911, 
merchandise known for quality throughout the 
country. To carry line on straight commission 
basis, either exclusively or as side line. Terri- 
tories open include the city of Chicago, the 
entire state of Illinois, and neighboring terri- 
tory as far North West as Minneapolis. Write 
at once detailing experience and furnishing 
reference. 


Address C-593, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 








SALESMEN 


Side line of full time for fast selling line of 
women's novelty footwear to retail at $2.00, 
$3.00 and $4.00 . . . Commission basis only 

. . Must travel by car . . . Give references 
and full details first letter . Territory open: 
Minnesota, Wisconsin, Michigan, Indiana, Ken- 
tucky, and Tennessee. 


FASHION SHOE CO., INC. 
1412 Washington Ave., St. Louis, Mo. 











WANTED—Experienced salesmen for Louis- 
iana, Arkansas, North and South Carolina, 
Virginia and West Virginia, Ohio, Oregon and 
Washington and other desirable territories. Our 
Compo DeLuxe line in fast styles carried In- 
Stock combined with our Special Shoe Co. line 
of fast selling novelty shoes offers real and 
profitable —— for live wire and hustling 
salesmen. Liberal commissions, _ settlement 
monthly. idrens SHU-STILES, INC., 1330 
Washington Ave., St. Louis, Mo. 





OLLEGE SALESMEN WANTED — Suc- 

cessful salesmen experienced in calling on 
college trade to sell a high grade line of well 
advertised men’s shoes on a commission basis. 
Two new territories now open for Fall season. 
Our own staff know about this advertisement. 
Address C-585, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





S ALESMEN with established territories to 
sell Health-I-Tred sport welts arch supports 
and novelty McKays, Fast sellers to retail at 

Eight per cent commission paid weekly. 
When replying give reference. Address C-586, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





Me SELLING CHILDREN’S SHOES 

TED to carry side line Infants’ Pre- 
Welte. os to size eight. Best numbers in 
stock. No drawing account but high rate com- 
mission. Refer us to present or previous em- 
loyer in your first letter. Address (€-592, care 
Bowe Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


HOE SALESMEN wanted to carry our spats 

and shoe ornaments as a sideline. Please 
give territory and _ references with reply. 
MANOLIS MANUFACTURING CO., 4248 
No. Crawford Ave., Chicago, Ill. 





WAN TED—Shoe or slipper salesmen to carry 
an attractive line of Novelty Soft Sole 
Slippers as a side line. One style only. Big 
seller. Territory—New York, Pennsylvania, 
and New Jersey. Address C-596, care Boot & 
Shoe Recorder, 209 S. State St., Chicago. 





ALESMAN WANTED—To sell our strong 
TOM-BOY Juvenile Line in Indiana and 
Ohio. Stocked AA-E. Commission basis. No 
objection to non-conflicting side line. Reply with 
references in first letter. HERBST SHOE 
MFG. CO., Milwaukee, Wis. 





EW ENGLAND SALESMAN thoroughly 

acquainted with trade in New England 
states and Northern New York to represent 
high grade juvenile welt line with considerable 
following in territory. Man with established 
Boston office preferred. Should be capable of 
selling large retail trade and volume buyers. 
Write for full details. Address C-597, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 





LINE WANTED 








WANTED 


An outstanding line of Ladies’ Style 
Shoes, for eastern Ohio, New York and 
Pennsylvania. Five to Seven-Fifty re- 
tailers. I have the accounts already 
established. Correspondence solicited 
CHAS. E. ASPINALL 
419 E. Oakland Ave., 
Colambus, Ohio 











WANTED—By experienced salesman with suc- 
cessful sales record, Snappy line of Woman’s 
Novelty Shoes featuring goods to retail at $2.00. 
Will travel Southern States with Atlanta head- 
quarters. R. METCALFE, 112 Church 
St., Decatur, Ga. 








FOR SALE 





FoR SALE—About eighty American Seating 
Co., chairs, in fine condition, also combina- 
tion hosiery and finding case, in fine condition. 
© i, WORBASS, 402 Irving Ave., Syracuse, 


WESTERN SHOE SALESMAN would like 
to make connection with reliable concern, 
expert fitter. 10 years’ experience selling 
Men’s, Women’s, and Children’s shoes at all 
prices, At present employed afternoons selling 
Men’s, fine shoes, ‘references, married man, 
detiahter six» T. A. MELLIN, 1415 Madison 
St.,°N: E., Minneapolis, Minn. 





Sales and Advertising 


Executive 


Has formulated sales and advertis- 
ing plans and _ successfully put 
them into action. Acquainted with 
volume buyers all over the coun- 
try. 
Thoroughly experienced in _ all 
phases of the shoe manufacturing 
industry. 
Locate anywhere in a connection 
with a live progressive manufac- 
turer. Preferably children’s, grow- 
ing girls’, or women’s. For inter- 
view write— 
Address C-594, care Boot & Shoe 
pag: a 238 West 39th Street, 
ew Yor 











REAL OPPORTUNITY for shoe or slipper 
concern to secure the services of well 
known salesman with excellent jobbing, chain 
and department store following. Highest ref- 
erences. Address C-595, care Boot & Shoe 
Pecorder, 239 West 39th Street, New York, 





MERCHANTS’ NEEDS 
Soft Tee Ballets 


- « «+ Why sell imitations 
when the genuine is the 
same price? 





direct from an estab- 
ical ‘ 


black. 
misses’. 


start another sea 
makeshift substitutes. Write now for 
sample. 


Advance Theatrical Shoe Co. 
Dept. 58, 159 N. State St., Chicago 
West Coast Office: Les Angeles 





Minimum charge 75 cents. 


$1.25. 





The rate for “Position and Lines Wanted” 
For all other classified advertisements the rate is 7 cents per word. 





CLASSIFIED ADVERTISING 


advertisements is 4 cents per word for all undisplayed advertisements. 


When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 
B® Advertisements for this page must be in our New York office on Friday of the week preceding publication. V8 


RATES 


Minimum charge 
In all other cases each 





Boot AND SHOE RECORDER , 
94 combining Tue SHos Reraiter, Aug. 22; 1931 











BUSINESS OPPORTUNITY 


~ BUSINESS OPPORTUNITY 


WANTED TO PURCHASE 











Podiatry 


A School in Bosto 


Clinical training in foot clinics. 


ments—4 years of high school or 


473 Beacon Street : - 





PODIATRY—The profession in demand by all cities and towns. 
The necessity for FOOT CARE is Universal. 


SPECIALIZE in “Scientific Treatment of the feet.” 
school age, industrial employees and the poor. 


Write for catalogue. Ham B. Donatpson, Dean 


MIDDLESEX SCHOOL OF PODIATRY 
Administration Office 


Chiropody 


n, Massachusetts 


Special clinics for children of 
Entrance require- 
equivalent. 


. Boston, Massachusetts 














HOTELS 

















Enjoy the Comfort of a 


Real Home in 


NEW YORK’S FINEST 
RESIDENTIAL HOTEL 


Only a few quick minutes from 


business, shopping and amuse- 
ment centers, yetyou will enjoy the quiet 


night into a 
sleeping room. 


repose ofa country town at evening. 
Such is the fortunate location of the 


George Washington Hotel, a distin- 


guished resid 


ential hotel. 


ROOM WITH BATH 


DAI 
$2.50 to > $3. 00 


$14 t to “$17. 50 


THE BEST FOOD IN NEW YORK 











Newark Store Reopens 


JAMESTOWN, N. Y.—After being com- 
pletely remodeled and with new equip- 
ment and fixtures installed throughout, 
the Newark Shoe Store at 218 North 
Main Street is conducting a reopening 
sale which featured the distribution of 
slippers to ladies and hosiery to men. 
E. L. Johnson of Jamestown has been 
appointed manager. Among the offi- 
cials of the Newark shoe chain present 
at the formal reopening were L. S. 
Prince of Baltimore, divisional sales 
manager, and J. F. Cavanaugh of Bal- 
timore, district manager of the com- 
pany for the western New York area. 
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Holds Removal Sale 


PORTLAND, ORE.—Semler’s Shoe Store 
is conducting a removal sale, the first 
ever to be held by L. Semler, pro- 
prietor in his forty years of continu- 
ous business at Portland. Removal of 
the building in which the store is lo- 
cated at Fourth and Washington 
Streets forced the sale. 

Fred Semler assists his father as 
buyer and manager of the store. He 
announces that they will reopen under 
the same name and with men’s, women’s, 
children’s and boys’ shoes ranging gen- 
erally from $2 to $5. Oscar Olman is 
conducting the sale for Semler’s. 


95 


If you contemplate selling your 

entire or surplus stock com- 

municate with us. Prompt at- 

tention given. 

KIRSCH - BLACHER CO., INC. 

590 Broadway New York 
Phone Canal 6-4298 and 4299 











We will pay the best price for 
your surplus or entire stocks of shoes, 
general merchandise or department 
stores. Leases assumed. 

Phone Write : Call 


All matters ‘strictly confidential. 
I. SIMON CO. 


101 Reade St., New York City 
Phone Worth 2-5922 Est. 1880 








MERCHANTS’ NEEDS 








VALANCES 


Improve Display # 
Windows 50% 


Send Glass Sizes for Estimate 


Designs and Materiail— 
No Obligation 


CAMDEN ARTCRAFT CO. = 
160 N. Wells St., Chicago, Ill. 








Milbradt 
Rolling Step Ladders 


Enable you to reach your 
eat shelves convenient- 
y 














"They last a lifetime 
and 


Are made in any style, 
shape or size to fit any 
kind of shelving. 


Write for general catalog 
and let us suggest the 
best ladder for your use. 


Milbradt 
Manufacturing Co. 
Established 1895 
2416 No. 10th Street 
ST. LOUIS, MO. 











Display Fixtures 


E. DODGE 
453 Washington St., Boston 
Phone Dev. 8049, 











FOR SCHOOL OPENING 


GIANT ERASER PENCIL BOX 


Contains 8 col. Blotters, Pencil, 

Penholders, Pen Point and Ruler. 
Send 15c. for Sample. 
Distributors— 


Paramount Souvenir Adv. Co. 


350—4th Ave., New York, N. Y. 


Royal Souvenir Co., Inc. 
1613 E. New Ay * ta Brooklyn, 














FALL’S FASTEST 
FASHION PROMOTION 


2.9 © © © « « » 
fe ie ae ba ae 
2.9 9 © © « @ 


REGENTS IN STOCK 


$975 


Black Kid, Spike 
& Junier..82.75 
Black Moire, Spike 
& Junior ..$2.75 
White Moire, Spike 
& Junior ..82.75 
Patent Leather, 
Spike & Junior, 
$2.75 

Brown Kid, Spike 
heel only. .82.75 
Black Velvet, Spike; 
heel only. $2.75 


Black Ooze, Spike heel only 
Brown Ooze, Spike heel only 
Green Ooze, Spike heel only............2-0eceeeeeeees BBS 


Write, Wire or Phone to 


MERCHANTS SHOE CO., INC. 
43 South St., Boston CEO. M. ROSEN 





ReoleclecloclesPeclectectest.t..%..%..%..% 9 © 
Ck ee a ee ae ae at ee ie ae ae ae ee De er 





at 49* and Lexington NEW YORK 


Has all the comforts 
of a private club. 
The most enjoyable 


hotel atmosphere 
in New York. 








HOE MEN’S HEADQUARTERS j{ 


here is a hotel, conveniently located to the 
important shoe and Jeather center. Theatres, 
shops, transportation, all near by. 


HOTEL 


FORREST 


BELVEDERE 


48th St.—Just West of B’way, New York 


Within casy walking distance of impertant business centers and 
theatres. Ideal transit facilitics. 


450 OUTSIDE ROOMS 450 BATHS 


Bwery reom has 3 large windews, serving pantry and spacious 


$3.00 to $4.00 single per day 
eee 
ome eo oe 


wire reservations te 
J. € REYNOLDS, Honasing Director 


4%h ST. WEST OF B’WAY, N. Y. 
Large rooms with bath, shower, circulating 
ice water and Radio. 

Single from $2.50 Double from $3.50 


JAMES A. FLOOD, Manager 





Arch Supporting Turns 


STONEHAM, Mass.—The J. J. Grover 
Shoe Co. is developing a new process 
for making shoes, providing for wo- 
men’s dressy street shoe of regular 
turn construction plus built-in arch 
supporting features for both the instep 
and the forepart arch. The method of 
making is patented. 

The company is also increasing on 
welts and regular turns, and is carry- 
ing them in stock. F.C. Mowry, man- 
ager of the firm, notes a steady in- 
crease in the demand for shoes of spe- 
cial measurements, indicating that 
stores are getting more shoes fitted 
right. 





paces 
to do without. 
White us for detarl- 


ed information. 


a En t Sohn’ Co. 


‘udios* MILWAUKEE 


Suic IN WISCONSIN 


New Cutting Price Agreement 


LYNN, Mass.—The National Asso- 
ciation of Shoe Cutters, a new organi- 
zation, has signed up new agreements 
on prices for cutting shoes with a score 
and more small concerns, and is pro- 
ceeding to establish like prices for cut- 
ting shoes in other centers large and 
small. The movement is not a large 
one, as labor movements go, but it is 
regarded as very important, for some 
leaders say that it checks further wage 
cuts and also further price slashing on 
finished shoes. It is the first step to- 
ward a new grade-up movement. The 
effects of it will probably be felt more 
in the January markets than in the fall. 
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THE Business 
BAROMETER 


Business Changes 


ILLINOIS — Chicago— Samuel J. Ginsburg 
(3309 W. 68rd St.) (5349 W. Madison St.) ; 
boots and shoes; reported selling or sold out. 

eg a a Orleans—Nu Nut Co. (109 

yal St.); boots and shoes; recently com- 
menced business. 

MASSACHUSETTS — Boston—Bloom-Langer- 
Lippman Co.; wholesale boots and shoes; Abra- 
ham Bloom retired. 

Colt Shoe Co.; manufacturers ; 
ized capital $100,000. 

Glassman Shoe Co.; boots and shoes; busi- 
ness certificate filed by Harry S. Glassman. 

Haverhill—The Cote Shoe Co.; manufacturers ; 
voted to issue 28 shares of common stock. 

Philips Shoe Mfg. Co.; inc. authorized capi- 
tal $75,000. 

Lynn—Marvel Shoe Co.; manufacturers; busi- 
ness certificate filed by Robert Sulkins. 

MISSOURI — Kansas City—Smith’s Shoe 
Stores, Inc. (523 Locust St.) ; boots and shoes; 
ine. authorized capital $15,000. 

NEW HAMPSHIRE — Exeter — Exeter Shoe 
Co.; manufacturers; Abraham Bloom retired. 


inc. author- 


Raymcnd—Becker Bros. Shoe Co., Inc. ; manu- 
facturers; Abraham Bloom retired. 
NEW YORK—Brooklyn—Beker & Friedman 


Latest Reports of New Stores, 
Failures, Embarrassments and 
Bankruptcy Proceedings 







one Il.—McVan & Sons, Lombardo 
ig. 

New York, N. Y.—Jeanette Bootery, Inc. 
New York, N. Y.—Lorsch, Inc. 


Salisbury, N. C.—C. S. Greenberg. 





Inc. (25 Lafayette St.); shoe manufacturers ; 
filed ceenee to change name to A & M Shoe 
.» Ine. 
Nelson Shoe Stores, Inc.; 
inc. authorized capital $10,000. 
Phil’s Bootery, Inc. (2468 Pitkin Ave.) ; 
and shoes; reported selling or sold out. 
New York City—Delancey Slipper Co., Inc.; 
shoes, etc.; inc. authorized capital 


boots and shoes; 


boots 


Erwin Shoe Co. (181 Duane St.); wholesale 
boots and shoes; recently commenced business. 

Jeanette Bottery, Inc.; boots and shoes; inc. 
authorized capital $10,000. 

Lorsch, Inc.; boots, shoes, etc.; recently in- 
corporated. 

Max Meyerowitz (349 E. 114th + a boots 
and shoes; reported selling or sold out. 

OHIO—Cleveland—The Union Shoe Co.; boots 
and shoes; recently incorporated. 

RHODE ISLAND — Woonsocket — Drainville 
Shoe Co.; boots and shoes; inc. authorized capi- 
tal $10,000. 





Failures, Embarrassments, Etc. 


ALABAMA—Fairfield—Gordon Dry Goods Co. ; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 

CALIFORNIA—Long Beach—E. A. Nicholson 
(316 Pine Ave.) ; boots and shoes; reported as- 
signed. 

Les Angeles—Capitol Stores (Ltd.); boots, 
shoes, etc.; reported assigned; reported called 
meeting of creditors for Aug. 6. 

CONNECTICUT—Bridgeport—Bridgeport Shoe 
Co. (Max Elprin, Prop.) (114 Wall St.); boots 
and shoes; reported petition in bankruptcy. 

ILLINOIS—Chicago—Harry H. Chavis (‘Bel- 
mont Shoe Store’) (1022 Belmont Ave.) ; boots 
and shoes; reported as ae in bankruptcy. 


Mamie Jenkins (1837 N. Western Ave.); 
, shoes, etc.; reported offering to com- 

Promise at 20 per cent. 

Paul P. Shopper (“Jack and Jill Shoe 


Shoppe”) (6817 Stony Island Ave.); boots and 

shoes; reported offering to compromise. 
H Youngquist (4052 W. North Ave.) ; boots 

and shoes; reported petition in bankruptcy. 

Downers Grove — Joseph B. Somerville 
(“Somerville Bootery”) (5157 a. Main St.); 
bocts and shoes; reported assig 

INDIANA—Gary—Steve Toth (1940 Broad- 
way); boots, shoes, etc.; reported petition in 
bankruptcy. 

IOWA — Fort Madison — Jack Gelsin; boots 
and shoes; reported petition in bankruptcy. 

MASSACHUSETTS—Amesbury—A. J. Ander- 
son, Inc.; shoe manufacturers; reported asking 
general extension. 

Fall River—Wilfred J. Patenaude (‘‘Para- 
mount Shoe Store”); boots and shoes; reported 
assigned 

MICHIGAN—Milan—Don L. Clement; boots 
and shoes; reported petition in bankruptcy. 

MINNESOTA — Duluth — Mrs. Anna Clark 
(“Anna Clark Shoe Store’); boots, shoes, etc. ; 
reported called meeting of creditors for Aug. 6. 

MISSOURI—Brookfield—Jerry Noland & Son; 
boots, shoes, etc.; reported petition in bank- 


ruptcy. 
Charles McMurtry (McMurtry Dep’t Store) ; 


boots and reported petition in bank- 
ruptcy. 

Rolla—Pennington Gilbert Shoe Co.; manu- 
facturers; reported petition in bankruptcy. 

NE HAMPSHIRE—Dover—Frank B. Her- 


rick; shoe manufacturers; reported petition in 


shoes ; 


bankruptcy. 

NEW JERSEY — Manville— Abraham Kas- 
telansky; boots, shoes, etc.; reported called 
meeting of creditors for Aug. 6. 

Passaic—Calvin Friend (596 Main Ave); 
pen shoes, etc.; reported petition in bank- 
rup 


NEW YORK—Brewster—Earle B. Blockley 
(24 Main St.) ; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

Brooklyn—Barlin Bros., Inc. (79 Bridge St.) ; 
shoe manufacturers ; reported petition in bank- 
ruptcy. 

Buffalo—Brendel & Magee, Inc. (73 W. Chip- 
pewa ); boots, shoes, etc.; reported petition 
in bankruptcy. 

Newbury—Janason Shoe Co. (70 Water St.) ; 
boots and shoes’; reported petition in bank- 
ruptcy; reported receiver appointed. 

New York City—Duane Shoe Co.; manufac- 
turers and wholesalers; reported assigned. 

Springfield — A. R. Schweizer; boots, shoes, 
etc.; reported petition in bankruptcy. 

Syracuse—Robert A. Tasker; boots and shoes; 
reported petition in bankruptcy. 

White Plains— Stavarsky & Wasserstrom 
(Quality Shoe Shop) (87 Main St.); boots and 


shees: reported assigned. 
OHIO—Berne—L. E. Mallett; boots, shoes, 
etc.; reported petition in bankruptcy. 
Wilmington—Debert E. Morris; boots and 


shoes; reported petition in bankruptcy. 
OKLAHOMA — Moorewood—Joseph Morgan; 
boots, shoes, etc.; reported petition in bank- 
ruptcy. 
Okemah—Jabara & Razook ; boots, shoes, etc. ; 
reported petition in bankruptcy. 
PENNSYLVANIA — Philadelphia — John C. 
Mayer (809 W. Girard Ave.) ; boots and shoes; 
reported called meeting of creditors for Aug. 11. 
TEXAS—Lubbock—Hawkins Dry Goods Co.; 
boots, shoes, etc.; reported assigned. 





New Shoe Stores 


Franklin, Ky.—Lerman Bros., Cedar & Main 


Sts. (soon). 

Reanoke Rapids, N. C.—Leggett Department 
Store (soon). 

Fergus Falls, Minn. — Norby Department 


Store (soon). 
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Garrison, N. D.—A. Auerbach. 
Waukon, Iowa—C. F. Shields (soon). 

Park Rapids, Minn.—F. H. Koplin (soon). 
Robestown, Tex.—Rosenberg Bros. (soon). 
Millersville, Minn.—John Linster. 


97 


Co., Inc. 


Haverhill, Mass.—Cowan Shoe 
(Mfr.). 

Cincinnati, Ohio—Lyda Kidder, Inc. 
Philadelphia, Pa.—-Sbicca-Banford, Inc. 
Philadelphia, Pa.—Sbicca-Method Shoes, Inc. 
(Mfr.). 

Clinchburg, Va.—Hilston River Store. 
Dalkena, Wash.—Walter A. Ryder. 
Mangum, Okla.—C. M. Stone & Co. 
McAlester, Okla.—The Fair Store. 

Rocky Mount, N. C.—Lancaster & Williams. 
North Wilkesboro, N. C.—Yale Department 
Store. 

Hollywood, Cal.—Olcovich Shoe Co., 
wood Blvd. & Wilcox Ave. 

Chicago, Ill.—Feltman & Curme Shoe Stores 
Co., 3229 Lincoln Ave. 

Elizabethton, Tenn. — Parks-Belk Store, Elk 
ve. 

Laverne, Okla.—R. H. Ross. (soon). 
Stillwell, Okla.—Stillwell Trading Co., 
Idg. 

North Platte, Neb.—Servey Stores Co. (soon). 
Sonoma, Cal.—Daniel Ruggels (soon). 
Philadelphia, Pa.—Union Store Co., 1730 South 
t. 


Holly- 


Starr 


Bainbridge, Ga.—J. W. Burns. 

Glens Falls, N. Y.—W. T. Grant Co. 
Mechanicville, N. Y.—W. T. Grant Co. 
Augusta, Ga.—W. T. Grant Co., 932-34 Broad 
t. 


Ossining, N. Y.—W. T. Grant Co. (soon). 

Cooperstown, N. Y.—J. J. Newberry Co. 

Cleveland, Ohio—J. J. Newberry Co., 10302-6 
Euclid Ave. 

Marysville, Cal.—J. J. Newberry Co., D St. 
between 4th and 5th. 

Falmouth, Mass.—J. J. Newberry Co., Mor- 
reson Block. 

College Springs, Iowa—J. R. Stuhr. 

Washington, D. C.—Parks, 1219 G St., N. W. 

Brea, Cal.—I. H. Hawkins Co., 131 S. Pomona 
Ave. 

New York, 


Ave 
Rockford, Ill.—tTrine Shoe Co., 


N. Y.—Jay’s Bootery, 181 Myrtle 


117 W. State 


~~ Haute, Ind.—Behymer & Gottschalk 
Shoe Corp. 658 Wabash Ave. sania 


Jamaica N. Y.—Chas. Laymoa Inc. 
Jamaica Ave. 

Belton. Tex.—A. L. Levy (soon). 

St. Paul, Minn.—Lewis Clothing Co., 188 E. 
ith St. 


Beverly, Mass—Brown-Walk-Over Shoe Co., 
174 Cabot St. 

Raton, N. M.—Johnson Clothing Co. (old 
concern). ; 

Keene, N. H.—Puritan Clothing Store, 7 
Central Square. 

Eldora, Iowa—Star Clothing Stores. (soon). 

Jackson, Tenn.—Jackson Dry Goods & Cloth- 


ing Co. 
Providence, R. I.—Bargain Shoe Store, 121 


S. Main St 
Pawtucket, R. I.—Marcel Shoe Stores, 48 
Broad St. 
New York, N. Y.—Adams Shoe, Inc. 
Alexandria, Va.—L. E. Massey Inc. : 
Upper Lake Cal.—Oiver & Donald Griner. 
Washington Cal.—I. H. Smith. 
Beowawe Nev.—F. J. Smythe (soon). 
Klamath Falls, Ore.—J W. Mahaffey, 19 


Main St. 
Eureka Springs, Ark.—W. L. Young Shoe 
Store, Fetty Bldg. 


Beaverton, Ore.—J. W. Sprague, Cady Bldg. 

Seattle, Wash.—Chandler & Hahn, Inc., 107 
Pike St. 

Cle Elum, Wash.—Crosetto & Crosetto. 

Tekoa, Wash.—S. C. Kurdy Co. 
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Our Advertisers in This Issue 





BOOTS AND SHOES 
Adams Bros., Pittsfield, N. H 
Advance Theatrical Shoe Co., Chicago, Ill. 94 
Alden, C. H., Co., Abington, Mass 
Armstrong, D., & Co., Inc., Rochester, 
ie A 


Arnold, N. 


N., Shoe Co., No. Abington, 
Mass. 3 


Bancroft-Walker Co., Boston, Mass 
Barber, peg Shoe Co., Inc., Long nace 
City, N. 
Barney, - & Denham Co., Tae Sey 
. 54 


Bass, G. H., & Co., Wilton, Me 

Blog Shoe Findings Co., New York City. 90 
Blue Ribbon Shoemakers, St. Louis, Mo.. 67 
Booth, Walter, Shoe Co., Milwaukee, Wis. 8 
Brooks Shoe Mfg. Co., Philadelphia, Pa... 88 
Buek & Co., Philadelphia, Pa 


Capezio, New York City 

Chase, W. 8., & Sons, Haverhill, Mass.... 

Chicago Theatrical Shoe Co., Chicago, IIl.. 

Clapp, Edwin, & Sons, Inc., E. Weymouth, 
Mass. 

Connell, J. M., Shoe Co., So. 
Mass. 


Corcoran, Joseph, Shoe Co., Brockton, Mass. 71 


Mae gn 


Delman, Inc., New York City 


Dodge, Bliss & Perry Co., Inc., Newbury- 
port, Mass. 62 


Doerman Shoe Mfg. Co., So. 
Wis. 


Eaton, Charles A., Co., Brockton, Mass... 39 
Ebberts, John, Shoe Co., Buffalo, N. Y.... 82 
Edwards, J., & Co., Phila., Pa.61, 4th Cover 
Enna Jettick Shoes, Inc., Auburn, N. Y. 25 
Evans, L. B., Sons Co., Wakefield, Mass.. 84 


Feder-Gregg Co., The, Cincinnati, Ohio.... 44 
Field & Flint Co., Brockton, Mass 51 
Forbush Shoe Co., The, No. Grafton, Mass. 42 


Gilbert Shoe Co., Thiensville, Wis 88 
Heywood Boot & 


Mass. 
Horwitz, Vincent, Co., Inc., New York City 
Howard & Foster, Brockton, Mass 
Hoyt, F. M., Shoe Corp., Manchester, N. H. 


Shoe Co., Worcester, 
4 


Ideal Baby Shoe Co., Danvers, Mass 
Julian & Kokenge Co., The, Cincinnati, O. 


Keith, Geo. E., Co., Brockton, Mass 
Kendall Shoe Co., Haverhill, Mass 


Laird, Schober & Co., Philadelphia, Pa... 

Lape & Adler Co., The, Columbus, Ohio.. 

Marshall, “ae. & Stewart, 
burn, N. 

einecetinens, St. Louis, Mo 

Merchants Shoe Co., Boston, Mass 


Mishawaka Rubber & Woolen Mfg. 
Mishawaka, Ind. 


Inc., Au- 


Natural Bridge Shoemakers, Lynchburg, 
Va. 72- 
Nettleton, A. E., Syracuse, N. Y 

Norridgewock Shoe Co., Inc., Norridge- 
" 90 


Old Colony Shoe Co., Brockton, Mass 
Packard, M. A., Co., Brockton, Mass 


a ay & Brennan Co., Randolph, 
SeSbedrouwerecissteccecévscesses 38-80 


Bimecoad Johnson & Rand, St. Louis, Mo. 28 
Roth Shee Co., Haverhill, Mass 





Sandler, A., Boston, Mass 

Schwartz & Herder, Inc., Phila., Pa 
Shaft-Pierce Shoe Co., Faribault, Minn... 
Sherwood Shoe Co., 

Smith, J. P., Shoe Co., Inc., Chicago, Ill. 
Stacy-Adams Co., Brockton, Mass 


Stetson Shoe Co., So. Weymouth, Mass.... 


Thompson Bros. Shoe Co., Brockton, Mass. 
Watson Shoes, Inc., Stoughton, Mass 
Wiswell-Everston-Santry Shoe Mfg. 
Cedar Grove, Wis. 
Wright, E. T., & Co., Inc., Rockland, Mass. 50 
ae: yee H., Shoe Mfg. Co., New York a 
LEATHER AND OTHER MATERIALS 


Amer, William, Co., Phila., Pa...Front Cover 
Armstrong Cork Co., Lancaster, Pa 


Dewey ho Almy Chemical Co., coaheies 
Mass 3 to 64 


Evans, John R., & Co., Camden, N. J..30-31 


Hele, Alfred, Rubber Co., No. 
Mass. 


Levor, G., & Co., New York City 


Quincy, 
75 


New Castle Leather Co., New York City.. 8 
naa Leather Co., Trust, Boston, 


Ohio Leather Co., Girard, Ohio 
Surpass Leather Co., Phila., Pa 


SHOE ACCESSORIES 


Miller, O. A., Treeing Mach. Co., sepa 
ton, Mass. 


sad Shoe Finding Mfg. Co., Chicago, i 
Shoe Lace Co., Ltd., Providence, R. I.... 
Vamp-eez Co., New York City 

Williams Mfg. Co., Portsmouth, Ohio 


SUPPLIES, 


MACHINERY, LASTS, MFRS.’ 
DRESSINGS, ETC. 


Beckwith Mfg. Co., Boston, Mass 
Mears, Fred W., Heel Co., Boston, Mass.. 


“United Last Co., Boston, Mass 


United Shoe Machinery Corp., 


SHOE STORE EQUIPMENT 
Camden Artcraft Co., Chicago, Ill 
Dodge, E., Boston, Mass 
Milbradt Mfg. Co., St. Louis, Mo 
Shoe Form Co., Auburn, N. Y. 


MISCELLANEOUS 
George Washington Hotel, New York City. 95 


Hotel Belvedere, New York City 
Hotel Forrest, New York City 
Hotel Shelton, New York City 


Kirsch-Blacher Co., New York City 


Mandel Engraving Co., Milwaukee, Wis.... 96 
Middlesex School of Podiatry, Boston, Mass. 95 


ae Souvenir Adv. Co., New hie 
it 


Simon, L., & Co., 
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CORRECTION 


Attention of our readers is hereby called to a 
typographical error in the advertisement of Fred 
W. Mears Heel Company, Inc., on the TRISLOT 
Heel. The statement regarding cost of blocks 
should read as follows: 

“The cost of blocks is only one cent per 
dozen pairs more than for heels with single 
slots.” 


Buffalo Day—Sept. 4 


BuFFALO—More than 60 shoe retail- 
ers in all sections of Buffalo are co- 
operating with the Retail Merchants’ 
Association in promoting plans for the 
observance of Buffalo Day, a one-day 
merchandising event to be held Friday, 
Sept. 4. 

Railroads, interurban bus lines and 
traction companies will run reduced 
fare excursions to Buffalo on that day 
from Western New York and North- 
western Pennsylvania towns, villages 
and cities within a radius of 100 miles. 
Free street car fares will be available 
in Buffalo during certain hours of the 
day to enable shoppers to visit all sec- 
tions of the city, and the hotels will 
provide free rooms for out-of-town 
shoppers. 


Big Convention Forecast 


ROcHESTER, N. Y.—Nearly 90 regis- 
trations already have been received for 
the annual state convention of the New 
York State Shoe Retailers Association, 
and 33 out of 43 members of the board 
of directors have signified their inten- 
tion of attending the annual board 
meeting the day before the convention 
opens in Schenectady, Sept. 14, accord- 
ing to word reaching the Rochester: of- 
fice of the organization last week. 

Registrations so far have exceeded 
the usual total a month before the 
meeting. Officers of the organization 
here estimated more than 200 dele- 
gates will attend, the largest number 
in history. 

The directors will meet in the Van- 
Curler Hotel in Schenectady, Sept. 13. 
Individual sales conventions of large 
groups of merchants selling particular 
lines will follow the regular conven- 
tion. 


Hootkins Attends Conference 


BELOIT, Wis.—Billy Hootkins, pop- 
ular representative in Texas for the 
Freeman Shoe Company, has returned 
to this territory from Chicago and sev- 
eral days attending the sales confer- 
ence at the factory in Beloit last week. 
Billy’s sales of Freeman shoes in his 
territory have held up well, he says, 
and with conditions improving he be- 
lieves next year will be his best year 
yet. He is ably assisted in his terri- 
tory by his son. 
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-- Clean Heels 


ulffem CUSHION HEELS cannot carry gravel 
or dirt indoors — the rubber closes over the 
nails as they are driven. 


The scientific cored construction keeps the nails 


from marring floors — even after long wear. 


A real shoemaking achievement. JUST ENOUGH 
CUSHION for correct walking. 


; 
UR eD 


Wy (Cen 
wry HEEL 


MAKES ANY GOOD SHOE BETTER 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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DESIGNER 


wer ea 


a IT Box Togs have consistently satisfied 
these six important people over a period of years . . . antici- 
pating every individual need. 

Reproducing the most delicate lines . . . Conforming readily 
to the last .. . Assuring absolute uniformity . . . Easy to work Vulco Unit Box Toes are universally se- 
with .. .Thoroughly dependable . .. Comfortable and Stylish. lected for their unquestioned superiority. 


BECR WITH + (NEG + COMPANY 


MANUFACTURER S VULCO PRODUCT S§ 


STATLER BLDG. BOSTON, MASS. 


VY, 
¥ 
¥ 
Y 
¥ 
Y 
¥ 
Y 
Y 
y 
Y 
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if the shoe fits 


—your eustomer will be back tor more 


* 

In the case of 
a Pedigo-Lake 
shoe omit the 
word “if”, 

















O daughter of Eve can be censured for 

being captivated by the flattering styling 
of Pedigo-Lake shoes—even to the point 
where she momentarily overlooks the ques- 
tion of fit. 


But the fitting of Pedigo-Lake shoes is right 
on a par with their looks. Your customers 
will tell you so after they have worn them— 
will tell you they are the most comfortable 
fitting shoes they ever owned. 


The reason is, a special shoemaking process 
used exclusively by Pedigo-Lake by which 
each shoe is shrunk to the last and ripened. 
The fit is moulded in to stay . . . and that’s 
what gives a sound foundation to the irresist- 
ible “come hither” of Pedigo-Lake shoes. 


Such beauty, such workmanship and such fit 
are not duplicated nor even approached in 
the $7.50 to $10.00 field—so our dealers 
tell us. 


edi 
TY” 











Cost no more 
than they need to 
—to be the fine 
shoes they are. 








Pedigo -lake Shoe (2. 


SAINT LOUIS, MISSOURI 
Distinctively Fine Footwear for Women 
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" SHOE 
MANUFACTURING CO 


960 HARRISON AVENUE 
BOSTON MASS. 


WHEN 


YOU FIND THE 
MANUFACTURER 


WHO 


HAS THE KIND OF 
ee es ti, JUVENILE SHOES 
a Gees eat | ; YOU'D LIKE TO SELL 


No. 2622—Tan Calf 
52 to8....C to D...$1.75 Ddmp-proof Sole 
842 to 12...B to D... 2.00 W 8% to j2.. 

HO ame os ‘AtoD.. 


124% to3...AtoD... 235 
ALSO HAS AN 


OUTSTANDING 
REPUTATION FOR 
UNFAILING, COMPLETE 
AND PROMPT 


IN-STOCK 
SERVICE 
MO-DEB No. 5240 * _MO-DEB No. 7180 
: TIE UP 3 108.,-AAA to C...$2.5 


12%to3° <AtoD $2.35 


TO HIM. 8%tol2 BtaD ius 


x 
IT PAYS 
* 


LET US 
PROVE IT 


MO-DEB No. 5050 MO-DEB No. 5080_ 
ony Calf. Brown Calf Trim. a built-up leather heel. ; Almora Elk. Brown Calf Trim. ” built-up leather heel. 
AAA to $3.85 3 to 8.. AAA to $3.60 
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LINDEN 


Lisbon Last, 2-inch Jr. Louis covered 
heel. Flex-Mode, lizard lace stay. 
6433—Black satin kid with grey 
stitchin $4.65 
B434—Prado brown kid with beige 
stitching 4. 
B435—Dark green kid with light 
green stitching 4.65 


Immediate Delivery 


ex-Mode SHOES 


PAIR IS A SOUND VALUE—ORDER NOW 





Gore puma. Avenue last, two inch Avenue last, two inch Cuban covered 
MB a ye ig Flex. a heel. Flex-Mode. 
ad -yamp an 

quamter with light weight B457—Black SUEDE vamp and 
black calf tp, foxing and quarter with light weight 
shawl $4.65 black calf- tip, lace-stay 
and foxing 

B458—Brown SUEDE vamp and 
quarter with light weight 
Ss calf tip, lace-stay ass 


B456—Broyn SUEDE vamp and 
ayer Ww’ light weight 

n calf c* foxing and 
avg] 4.65 


k satin kid vamp and 


and foxing 
ga toring — B46{—Black satin kid vamp and 


i. tongue . - quarter with black pin seal 


tip, lace-stay and foxin: 

B460—Java, brown kid. vamp. and ” ™ 
quagter, with brown pin B462—Java brown kid vamp and 
seal: tip, collar, foxing and quarter with brown pin seal 
shawl tongue tip, lace-stay and foxing. 4.65 


- 4.65 








VESTA 


Gloria last, 7%. ty Louis covered 
hee Mode. 


p4sePatent jing —_ wens 


eite-taes - ll kid with light 
green stitching 4 


< REGA~ ™, 
Gloria last, 2% ineh Louis heel. ,” 


F lox- Mode 
wae — grey silk 
7 stitching -.. 


B724—Light weight 
; h grey si 


“ aoe 


“elchine.. 





CORDAY 


Lisbon last, 2-inech Cuban heel, 
Flex- Mode. 


B430—Light weight black 
with grey stitching 
B43i—Java brown calf = beige 
stitching 4 





oe $3 85. B795—Lishe weight black calf.. 
“f 85 | 





FLEX-MODE SIZE SCALES 














BELFORD 
Clare as ~ 2% inch Louls covered 
1. Flex-Mode. 
eitinetnad satin kid with gun- 
metal patent trim 


FAIRMONT 
Avenue last, 2-ineh leather heel. 
Flex- Mode. 


+ $3.85 


B706—Light weight brown calf.. 3.85 


1 





Extra charge of 25c per pair on all orders of 
less than three pairs. 


Sizes 914 and 10, 50c extra. 


TERMS: 3%, thirty days. Discount not 
allowed after expiration of discount period. 











Flex-Mode footwear is of a cement construction 
with which we have been successful for the past 
four years. 


The KRIPPENDORF-DITTMANN 


CINCINNATI, OHIO 


VE RN ON 


Gloria last, 2% inch Louis 
heel. Flex-Mode. 
B402—Black satin kid with patent 
and grey lizard trim $4.65 
B408—Black SUEDE with patent 
and grey lizard trim 4 
B404—Prado_ brown kid — with 
brown lizard trim.......... 4.65 


covered 


FLORIS 
Gloria last, 2% inch a covered 
heel. Flex-M 
B413—Black satin kid pr liz- 
ard trim $4.65 


ADELE 


Gloria last, 2! inch Louis covered 
heel. Flex-Mode. 


B719—Patent 

B716—Black satin kid............ 4.00 
B717—Java brown kid 

B718—Black SUEDE 





CAMERON 


Eden last, 1% inch Cuban leather 
heel. Flex-Mode. 


B709—Light weight black calf...$3.85 
B7i0—Light weight brown calf... 3.85 


COMPANY 
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THE 
COLOR 
FORECAST 


When the coming season’‘s favored colors are reflected in style trends, 


Gallun is the first to give them adequate expression. These wanted colors 


take on rare distinction when interpreted in Gallun Quality Leathers. 


A. F. GALLUN & SONS CORPORATION, Milwaukee, Wisconsin 


GALLUN LEATHERS 


ALWAYS STANDARDS o CRA SEEM CE 
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068 Black Calf 
067 Tan Calf 


018 Black Calf 
017 Tan Calf 


WALL STREET 
AAAA to E 


$014 Black Calf Arch Support Insole 
014 Black Calf 
013 Tan Calf 


BLU-OXFORDS 
$04 Black oo Arch Support Insole.............. * 85 


COMBINATION 
A to E 


060 Black Kid, Kang. 
= — 7 above, be esis Insole. . 


Kid 
eo Black Calf .. 
065 Tan Calf 


BANKER 
AA to E 


BROUWER 
RESEARCH 


No. 100 
AA to E 





0170 Black Kid, Long Inside Orthopedic Heel.. es 
0175 Brown Kid, Long Inside Orthopedic Heel. . b 
$0170 Black Kid, Arch Support Innersole : £3 
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IN STOCK CATALOG 





MUSEBECK 


Double ich Wear Sangh 
SHOE 


UR In Stock Service will 
O speed up your turnover; 

will help you reduce your 
stock—reduce odds and ends— 
reduce capital invested and in- 
crease profits. 


Order not less than once a 
week. Concentrate on our 
men’s staple styles that help 
you build permanent customers. 


The 
Longitudinal Arch 


Patents 
Applied 
for 
Copy- 
righted 


(A) A thick insole with wedged heel 
seat supporting the oscalsis bone and 
center gravity of the body weight. 

(B) A special, wide, strong, guaranteed 
Arch Support shank, wedge shape at 
heel, supports the inner and _ outer 
Longitudinal Arch. 


All stock numbers prefixed with 
the letter S are made with arch 
support innersole as illustrated 
above. 





Terms 2% 20 Days, 30 Days Net 


NUSERECE 





DANVILLE. ILLINOIS 





STRATE LAST 
A to E 


5555 Black Kid 


BANKER 
AA to EEE 


56 Black Kid 
$56 Black Kid, with Arch Support Insole 
46 Brown Kid 


COMBINATION 


AA to E 


65 Brown ° 
80 Black Calf . 
85 Tan Calf 


ORTHOPEDIC 
AA to E 


30 Tan Calf, Overweight Viscol Sole $3. 
Black Boarded Calf, Overweight Viscol Sole.. 
70 Black Kid, Kang. Tips 
$70 Same as above. Arch Support 
C70 Black Kid, Cushion Insole.. 


ae 
070 Black Kid, Kan 


POLICE SHOE 


$4.00 
AA to EE 


{1 Black Calf, Long Counter, Viscolized over- 
— double sole, Barbour Stormwelt Police 


$10 Black Calf, Arch Support Innersole, Viscolized — 
Overweight Double Sole, Barbour Stormwelt, 
Long Inside Orthopedic Heel, Price $4 





NO 


MARRED 


FLOORS! 
/ 
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SAVE THEM MONEY 


, and you sell more shoes 






6 ow do they look?” “How do 


they feel?” “How do they 
wear?” 

‘Those are the three questions in the 
mind of every man or woman who buys 
shoes. : 


And this year-—one other question 
swings a lot of sales: “WHAT DO THEY 
COST ?” , 

That’s where you can win business 

_. with Goodyear Wingfoot Soles. 

The first cost of shoes equipped with 
these comfortable, surefooted soles is 
in line with 1931 economy-and final 
cost can’t be beat. No sole ever made 
will wear longer—and a long-wearing 
sole means a long-wearing shoe. 

Tell that tothe parents of boys and 
giris going back to school—to salesmen 
=—to postmen—to policemen-—to work- 
men-—to all the men and women who 
want more “mileage” for their money. 


Wy 


“amin 





Ih) HI) if 
my 
ont 


= 


iN 
ye 





Copyright 1981, by The Goodyear Tire & Rubber Co., Inc. 


WINGFOOT SOLES 
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Want to Hear a Rear 
Radio Program? 


—then listen to the “Star 
Brand Shoemakers” every 
Tuesday evening, starting 
September Ist, 9:15 P. M., 
E.S.T., over the Columbia 
Coast-to-Coast Network. 


“Yes, Siree... 
LL TAKE THAT PAIR“ 


Of course, it’s from the line of 


UPTOWN 


$5) and #6 


RETAILERS 


Uptown Shoes are easy to sell. They repeat. 
At $5 and $6 they fit into a price range that 
has always been popular. They’re profit- 
makers, too, providing an average mark-up 
of more than 3412% for the dealer. More than 
eighty in-stock styles to serve you promptly. 


“Star Brand Shoes Are Better” 
ROBERTS, JOHNSONSRAND 


tai of "ran. Gea oe — COMPANY 
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